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ORIGINAL ROGERS SILVERPLATE 


in the STARLIGHT CHEST fox 





The Starlight Chest — advertised in leading ene high point for your Christmas selling! Details 
magazines in time for the Holiday buying of this merchandising program will be given 
season—the high point in a special merchan- you shortly by your Approved Wholesale 
dising campaign that will give you a wonderful Distributors or by our own representatives. 





and semembec CONTROLLED DISTRIBUTION ‘ne 


on 1847 Rogers Bros. is the factor that is restor- 
ing the silverware business to the legitimate The quality mark of the International Silver Company, 
merchant today. Meriden, Conn., only makers of Original Rogers Silverplate. 


NEW YORK, 9-19 MAIDEN LANE - CHICAGO, MERCHANDISE MART - SAN FRANCISCO, 150 POST STREET - ST. LOUIS, AMBASSADOR BUILDING 
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RETAIL JEWELERS’ RIGHT-HAND MAN 















YOUR 
1936 
DEPENDABLE 
PROFITABLE 
BUYING 
GUIDE 
IS 
READY 


























Just in time for you to make your Fall selections. 

It is replete with new and profitable merchandise. 

Get your copy of the Benj. Allen & Co. new 1936 catalogue and select 
your merchandise for Fall and Holidays leisurely. 

It solves your buying problems for the coming year just as it has for 
thousands of jewelers for many, many years. 

Use and rely upon the Benj. Allen & Co. catalogue for all of your 


requirements. 


BENJ. ALLEN & CO., inc. 


The Silversmiths Building 
10 SOUTH WABASH AVE. CHICAGO, ILLINOIS 
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A. MERCHANT CLARK 
BECOMES 
| EDITOR OF 
THE JEWELERS’ 
CIRCULAR -KEYSTONE 





chant Clark as editor of THE JEWELERS’ CIRCULAR-KEYSTONE 
in loyal and logical succession to the late T. Edgar Willson—and in 
continuity of service to the jewelry and allied industries. 
In traditional newspaper style, Mr. Clark takes up the pen of 
that grand old editor whose passing severed a friendship of some 
27 years at adjacent desks in editorial service. 


It is fitting at this point to give expression to the universal 
sympathy of the trade as expressed in wires, letters, telephone 
and personal visits—voicing the inspiration, integrity and inde- 
pendence of Editor Willson’s leadership over a period of forty 
years. 

T. Edgar Willson was indeed a great editor who had that 
happy faculty of sharing his thoughts and ideals with his co- 
workers. 

In latter years, when it was necessary for him to go south 
and to the Pacific Coast during the winter on account of his 
health, the editing of the paper was in the capable hands of 
Mr. Clark. 

So the new editor steps into his responsibility—trained to the 
work and skilled in the selection of mental material needed in the 
modern development of profit and prestige in the jewelry field. 

In his work he will be assisted by H. V. Geiger who, for the 
past five years, has been retail contact man and assistant editor. He 
now becomes associate editor in the field of marketing and field 
| research. 

THE JEWELERS’ CIRCULAR-KEYSTONE continues and accelerates 
its work of getting more jewelry sold right and asks the friendly 
cooperation of the industry in this enterprise. 


| _—. ———_! 


President. 


IP aster eane is made of the appointment of A. Mer- 
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peaking of the Jewelry | rade 


An interesting comment 
from Harley H. Noyes, director of 
sales of Oneida, Ltd., during the con- 
vention, was as follows: “Well, here 
we are. A certain number of manu- 
facturers who have exposed them- 








selves, as it were, to controlled dis- 
tribution. In my opinion, controlled 
distribution can be a success only to 
the extent that the retail jeweler 
adopts a policy, as you might call it, 
of controlled buying. The nation’s 
good friend, Al Smith, has often used 
the expression ‘Scratch my back and 
I’ll scratch yours.’ From the con- 
trolled distribution angle, we and 
other manufacturers, have scratched 
the back of the retail jeweler and we 
are now waiting to see what he is go- 
ing to do in return.” 


Most people like flattery, 
in the opinion of one prominent 
Pittsburgh jeweler . . . the big prob- 
lem is how to gracefully employ flat- 
tery in order to consummate sales. 

According to this jeweler, who 
prefers not to be quoted by name, 
there is a certain element in every 
community that has money and will 
buy high-quality jewelry if the proper 
approach is made. By way of illus- 
tration, the jeweler related an inter- 
esting incident that recently resulted 
in a $2,150 sale of a diamond ring. 

A woman customer came in the 
store one day and during the course 
of the conversation the jeweler in- 
formed her that he thought a square- 
cut diamond would add greatly to 
her collection of rings, but that at the 
moment he did not have a stone that 
would be exactly suitable for her, in 
his opinion. . 

She manifested interest right away, 
saying, “I have always wanted a 
square-cut diamond,” and the jeweler 
saw that she got it a few weeks later, 
because her husband was one of that 


“certain element” that had not suf- 
fered during the depression and now 
is a particularly advantageous time to 
buy good diamonds. 

“There’s an art in selling,” said 
the jeweler, “and a_natural-born 
salesman has little difficulty in lead- 
ing most people to his way of think- 
ing. Not only must a jeweler be 
sales-minded but he must know his 
customer and approach him in a way 
that will not be indiscreet or re- 
sentful.” 

One sure way to kill a sale, in his 








opinion, is to try and force something 
on someone when he does not want it. 


A young but effective 
trade group is the Long Island City 
Retail Jewelers’ Association, founded 
in March, 1934. 

Its president, Benjamin H. 
Schwartz, of Astoria, in making his 
report before the delegates at the 
New York State convention, told how 
after obtaining 20 out of a possible 
24 jewelers as members, the associa- 
tion he at once started to work, wip- 
ing out cut-price watch repairing, and 
circulating a suggested minimum for 
various types of work, which was sur- 
prisingly well observed. The associa- 
tion used shoppers to check complaints 
of customers against member jewelers, 
and found that in most cases the com- 
plaints were without foundation. 

“Alert policing of the auction situa- 
tion under the code provisions,” said 
Mr. Schwartz, “led to strict control 
of this abuse. In one case the sale of 
a non-member was watched by experi- 
enced shoppers, with the result that 
only inventoried merchandise was of- 
fered. Another dealer, desiring to 
liquidate the jewelry part of his busi- 
ness, displayed cut prices on watches 
of national name and price. An ap- 
peal of the association to the manufac- 
turers brought relief when one of 
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them took back the merchandise and 
refunded the cost to the dealer. The 
jewelers have gotten together to pur- 
chase about two and a half dozens of 
another line, which the maker refused 
to take back.” 

“Our 


members are convinced,” 














Mr. Schwartz concluded, “that as 
hard as it has been to survive the past 
year and a half, it would have been 
a greater hardship without our little 
association.” 


4d 

ites you wear 
$325 worth of jewelry, you just 
aren’t dressed.” These, in effect, 
were the words addressed to the dele- 
gates at the recent A.N.R.J.A. con- 
vention at the Waldorf-Astoria Hotel 
in New York by President William 
D. McNeil, for them to pass along 
to their men customers. It was a 
suggestion which the New York 
newspapers found good enough in 
their eyes to pick up and publish, so 
it is fitting and to the point to spread 
the idea still farther. 

According to Mr. McNeil, the 
well-dressed man must own two 
watches, one on the wrist and one 
on a chain. He requires two sets of 
shirt studs, black and white, and at 
least three sets of cuff links. 

Then there must be two cigarette 
cases for day and night wear, a cigar- 
ette lighter, rings, tie pins and fra- 
ternal insignia. 

S 8 


Mere modernistic trends 


may be expected in the 1936 dinner- 
ware designs, according to Frederick 
H. Rhead, nationally known art di- 
rector of the Homer Laughlin China 
Co., Newell, W. Va., who has in- 
formed a JEWELERS’ CIRCULAR-KEyY- 
STONE representative that there is a 
gradual but noticeable swing away 
from the old Victorian styles. 

Mr. Rhead, who has just returned 
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from an inspection tour of the larger 
house furnishing shows throughout 
the United States, says that the mod- 
ern trend in design will be in keeping 
with the newer mode in home fur- 
nishings. 

“While we are still manufactur- 
ing ten Victorian styles to one of the 
modernistic, the trend is unmistak- 
ably toward the latter because of the 
effects of the new housing influence.” 

Mr. Rhead was amazed at the 
trend, not only in the modernistic 
styles with their long lines, but in the 
beauty of design. 


How would you like 


to have eleven jewelry salesmen call 
upon you in the course of one morn- 
ing’s business? That is precisely what 
happened recently in a mid-western 
city in a well-known retail jewelry 





store, and then THE JEWELERS’ Cir- 
CULAR-KEYSTONE representative came 
along. 

But the jeweler was not unduly 
perturbed, for he had sufficient clerks 
to take care of customers, and_ ye 
humble scribe is always welcome, for 
the jeweler in question is not only 
interested in new lines, but he likes 
to know what’s new in the trade... 
and therein lies much of his success, 
for an informed man is usually a 
successful man. 

The jeweler, however, does miss 
that old custom which was in vogue 
a score of years ago, when prominent 
houses notified jewelers in advance, 
by postal card, of anticipated visits. 
And in those days it was not uncom- 
mon for manufacturers to set up ex- 
hibits in hotels and make appoint- 
ments at the convenience of the pros- 
pective buyer. 

There are probably more traveling 
jewelry salesmen on the road today 
than ever before, according to this 
jeweler, each anxious to show just a 
few articles in his line. Most jewel- 
ers “like to be shown” and like to 
extend the courtesy of an interview 
. . . for what business man does not 
like to have the same courtesy ex- 
tended to his salesmen? And most 
everybody is a salesman these days— 
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even ministers, doctors and lawyers. 
They have to be to get along. 


4d 
Application of a 


15 per cent ‘overhead’ charge in col- 
lecting the manufacturer’s 10 per cent 


excise tax from the retail jeweler, 


when all he does is set a center stone 
into an otherwise finished mounting, 
is unfair taxation,” says Arthur H. 
Dibbern, secretary of the California 
Retail Jewelers’ Association. Speak- 
ing in one of the sessions of the 
A.N.R.J.A. convention, Mr. Dibbern 
pointed out that the practice which 
has been adopted by the Treasury De- 
partment in connection with assessing 
“manufacturing” operations of retail 
jewelers is to establish a 15 per cent 
manufacturing overhead, which is 
added to the actual cost of taxable 
articles. “This applies,” he said, “in 
cases where the taxable cost of the 
article cannot be arrived at in terms 
of the price of such articles in the 
ordinary course of trade at wholesale 
by manufacturers, producers or im- 
porters. 

“This is the position which the 
Treasury Department has taken in 
respect to applying the tax to retail 
jewelers. To take an example: If a 
retail jeweler buys a mounting com- 
plete with mounting stones from a 
manufacturer and then purchases his 
center stone from someone else, when 
he puts these two articles together to 
form the finished ring the article im- 
mediately becomes taxable to the ex- 
tent of 10 per cent of the total of the 
following items: 

“(1) Cost of the diamond; 

““(2) Cost of the mounting; 

“(3) Cost of setting the diamond 
in the ring; 

“(4) A 15 per cent overhead 
charge applied to the sum of items 1, 
2 and 3. 

“Thus, if a diamond costs, let us 
say, $100 and the mounting $100 
and we allow $1 as the cost of mount- 
ing the stone, we have a total of $201 
actual cost to the retail jeweler. To 
this we must add 15 per cent or 
$30.15, making a total of $231.15. 
To this the 10 per cent excise tax is 
applied, producing an amount of 
$23.11, which is due the government. 
If the taxes on the stone and the 
mounting have been paid before they 
are acquired by the retail jeweler he 
is permitted to deduct the tax on these 
articles which would, in this case, 
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amount to $20. However, he is still 
liable to tax of $3.11 charged to this 
supposed manufacturing overhead. 
“Tt is our contention that this prac- 
tice is manifestly unfair. It can be 
demonstrated by referring to jewelry 
manufacturers’ catalog that the dif- 
ference between the prices charged 
for mounting and stone separately, 





and for these two assembled into the 
finished article, differ only in the 
negligible charge for setting. Thus it 
is demonstrated that the cost of such 
an operation in the ordinary course 
of trade at wholesale can be arrived 
at, and therefore the Department has 
no right to establish this fictitious 15 
per cent overhead charge. In many 
cases the addition of this 15 per cent 
brings the cost of an article to $25 
or more, making it taxable and in 
such instances the retailer inevitably 
becomes liable to the total amount 
of the tax, for on such articles there 
has been no tax paid by either manu- 
facturer or importer. This is true of 
any article the ingredients of which 
aggregate in cost $22.73, or more.” 


Sturgis C. Rice, 


president of the New England Man- 
ufacturing Jewelers’ and _ Silver- 
smiths’ Association, in a letter to 
members of the Association outlines 
some of the problems which are to 
have the consideration of the board 
of directors during the coming 
months. Among them he mentions: 

(a) A close study and constant vigi- 
lance on the whole question of future 
Federal regulation of industry as affect- 
ing our interests. 

(b) Continuation of the association ef- 
forts toward equitable marking standards 
for the products of the industry. 

(c) Concentrated study of the recipro- 
cal trade agreements with certain foreign 
countries now in the making with a view 
to preventing possible unsound foreign 
competition and conversely to the open- 
ing of new markets by an effective re- 
duction gf foreign tariffs. 

(d) Possible helpful exposition of major 
style and color trends continuing and 
improving the association’s program. 

(e) A host of other services, including 
assistance to you on handling the new 
Federal Unemployment Insurance and 
Old Age Pension Laws aimed to bring 
you a real service for your association 
dollar. 
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The motion picture industry 
has become an important factor in the advertising world 
through the nation-wide desire it creates for the latest 
in all styles. Hollywood has popularized gowns, music, 
jewelry, lingerie, coiffures, and has had a profound influ- 
ence on interior decoration and architecture. Department 
stores have been quick to take advantage of these ready- 
made opportunities for sales promotions by installing 
“Cinema Shops,” by featuring Shirley Temple dresses, 
Mickey Mouse novelties, etc. 

The jeweler is losing a golden opportunity if he fails 
to see the profit possibilities in linking his merchandise 
with styles being featured in current films. One good 
example of such a tie-up is in a display of merchandise 
which may be built around your picture frames. Photo- 
graphs of stars appearing in current films may be obtained 
through the cooperation of local theaters. Pictures of 
their favorite stars never fail to attract Mr. and Mrs. 
Public to your windows. Around each frame should be 
grouped the clips, pins, rings or men’s jewelry correspond- 
ing to those worn by the stars pictured. THE JEWELERS’ 
CircuLaAr-KeystTone has always been prompt in its news 
items and through its advertising pages in presenting 
advance information on merchandise which may be fea- 
tured profitably in this manner. 

Effective advertising schemes for your own store may 
also be worked out with the cooperation of your local 


Right — Jewelry in the 
spirit of ‘““The Crusades” 


Paramount pictures 





MAKE “MOVIES” MOVE 


By RAYMOND M. HAY 


Compacts in new designs 
reflect the influence of 
“The Crusades” 























































MERCHANDISE 





This window “Crusades” display, built entirely around 
seal rings, attracted much attention and favorable 
comment 


theaters. A very successful stunt which I used several 
months ago was built around the picture, “The Wedding 
Night,” featuring Gary Cooper and Anna Sten. Both 
the film and our jewelry business received valuable pub- 
licity by the distribution of tags having metal wedding 
rings attached by strings. One side of the tag carried 
an advance announcement of the film and the other side 
carried our store ad. The favorable comment and notice 
these rings attracted in town was well worth the small 
expense involved, which was shared by the theater and 
our store. 

Once in a long while a picture is made which adapts 
itself unusually well to the jewelry industry. A prize 
example of a film which acted as a direct stimulus to the 
jewelry trade was the production, “Diamond Jim,” fea- 
turing Edward Arnold. The advertising value of popu- 
larizing diamonds through this life story of Diamond Jim 
Brady cannot be overestimated. The public was shown 
a picture of a very wealthy man who felt the lure of 
precious stones as an adornment and recognized the wis- 
dom of placing his wealth in diamonds as a safe invest- 
ment. Manufacturers were quick to make replicas of 
Diamond Jim’s famous jewels, and here again the oppor- 









~~ 


Ornaments in keeping with the 
time of “The Crusades” 


Bracelet of “The 
Crusades” period 







tunities for retail jewelers to tie up their merchandise 
with a current film were unusual. 

There is another exceptional picture running at the 
present time, around which the window display above 
(left) was built. That is, Cecil B. DeMille’s spectacular 
production, ““The Crusades.” ‘The story is based on the 
third crusade, which took place in the year 1189. This was 
a period of great court elegance. Women wore ropes of 
pearls and other jewels, men wore large rings and neck 
chains. The knights were resplendent in coats of armored 
mesh. The contact with the East, gained through the 
various crusades, did much to influence this love of jew- 
elry, and precious stones were their coveted booty. Lavish 
jewels are used throughout the picture, and Richard the 

(Please turn to page 67) 


This bracelet, which is shown actual size, carries out “The Crusades” motif 
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A man is an artful dodger 
when it comes to the gift of jewelry. 

The wife, the sweetheart, sister, mother and daughter 
have delicate ways of revealing their hidden longings for 
the jeweler’s wares, and the moderately intuitive male 
finds no difficulty in discovering the kind of gift on which 
his loved one has set her heart. But when the tables are 
turned and a gift to be chosen for the man, it is often the 
case that a masculine reserve carefully hides his prefer- 
ence. Behind this mask of indifference lies that basic 
love of shining precious metal, of jewels of glinting beauty. 
The job of the dealer is to convince the lady of this fact, 
and then let her “discover” the right gift. 

A watch? 


He has a watch. Yes, he’s had one for 20 years—the 
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THE 
GENTLEMAN 

in TOWN 
and COUNTRY 


same one—and it’s time he had a new one. But there 
exists no one more diffidently helpless than a woman at- 
tempting to pick out a gift for a man. There is some- 
thing darkly mysterious about the affection a man has for 
his watch. She doesn’t know just how he would receive 
a timepiece that would put on the shelf a turnip that soon 
will be a candidate for the Smithsonian Institute. But 
more than likely if the truth were known, a new watch 
is just the thing he has been thinking about—one of those 
beautifully cased thin models, that make people wonder 
“how can they get all the works in that tiny space?” But 
she hesitates .. . 

Cuff links? Everybody gives cuff links and studs. “I 
want something different.” 


The whole trouble is, the lady hasn’t the slightest idea 
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what she wants, and she can’t go to the man and find out, 


so her vacilating fear that “he might not like it,” which 
applies to practically everything she is offered, is taken 
out on the jeweler, who is just a nice man doing his best 
to show her everything in the store. 

It is a problem of salesmanship, pure and simple. 

One way of meeting the situation is to have a well se- 
lected stock of gold novelties prominently displayed where 
they are sure to catch the attention of the questing femi- 
nine eye. 

Then, after her glance has swept over this inspiring 
array of gifts, the necessary utilities of manly attire, as 
well as the gadgets, practical, “cute,” and “tricky,” pick 
out some slow moving number and go to work. Let’s 
suppose it’s a pair of gold garters. 

“Oh yes, Mrs. Abercrombie, it’s really surprising the 
number of pairs of gold garters we sell each year. Gar- 
ters and suspenders, too. You see, it is a type of gift that 
men pick out for their men friends, something that is 
seldom thought of and therefore sincerely appreciated as 
useful, and really different. Only last week one of our 


best customers .. .”’ and so on. 


l; it’s a sale, then well 
and good. If not, you’ve used up some of that armor of 
sales resistance with which milady came armed. 

Then, pass to the more conventional gifts, gifts that 
every woman would naturally think of for a man. Tie 
and collar pins, belt buckles, cigarette cases, lighters and 
the like require little selling of the type indicated above. 
For these articles, stress quality of workmanship and 
beauty of design, rather than their appropriateness as 
gifts. Everybody knows they are always appropriate, so 
why talk about it? 

If these do not please there is only one thing left to 
do, and that, to give definite and convincing reasons why 
a man should enjoy receiving any one of the things it may 
seem wise to suggest. Do not be vague in your selections. 
Pick an item and sel/ it. Remember that once you have 
gained the confidence of your woman customer and made 


her feel that she can rely without fear upon your judg- 
ment as to a man’s jewelry wants, you have not made 
merely one sale, but possibly a dozen. 

Let her feel your interest in the problem. Tell how 
another customer, somewhat skeptical of your advice, who 
bought in a spirit of doubt and fear of disillusion, came in 
later to relate with enthusiasm about how well the gift 
was received. After all, you are an expert in questions 
of this kind, and your manner should convey this fact. 
The jeweler can be just as reassuring to the doubtful 
customer as the family doctor who quiets the imaginings 
of a frightened mother when “Junior” gets the sniffles. 
Of course, it is needless to say that a sensible good taste 
on the part of the merchant is the first requisite for this 
position in his community. But a little thought given to 
the question from time to time should make this easy. 

So far this discussion has been limited to selling inside 

(Please turn to page 67) 
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N. A. C. J. Convention 


EPORTS from Chicago indicate 

that the ninth annual convention 
of the National Association of Credit 
Jewelers held at the Hotel Sherman, 
September 9-12, eclipsed all other 
gatherings of the association in the 
number in attendance, in the social 
features enjoyed, and in the number 
and variety of the exhibits. 

This is an excellent showing, par- 
ticularly in view of the fact that the 
jewelry industry is just emerging 
from a long period of depression, but 
still more impressive is the fearless 
manner in which President Gibson 
and other convention speakers ex- 
pressed their views regarding a small 
minority of credit jewelers whose 
business practices have cast an un- 
deserved cloud over the entire credit 
jewelry business. 

As was pointed out, the jewelry 
business was founded on honesty and 
fair dealing and this heritage, which 
has come down through the years, 
should be maintained at all times. 
That consumer confidence has been 
shaken by the flamboyant advertising 
and shoddy merchandise offered by 
some so-called “credit jewelers” is to 
be deplored. The outspoken attacks 
by association leaders on such meth- 
ods will undoubtedly have a bene- 
ficial effect in the trade and it is 
hoped will go a long way in clarify- 
ing the public mind in this direction. 


Design Registration 


INCE the NRA became inactive 

the Design Registration Bureau 
for Medium Priced Jewelry, main- 
tained in Providence, R. I., at the 
Rhode Island School of Design, by 
the Code Council under the auspices 
of the New England Manufacturing 
Jewelers’ and Silversmiths’ Associa- 
tion, has ceased to function. 

Manufacturing jewelers who have 
sought to protect their designs from 
pirating infringement have, in some 
instances in the past, secured design 
patents through the United States 


Patent Office, but such cases have 
not been frequent, and designs not so 
covered have been subject to use by 
any manufacturer who chose to copy 
them. As a consequence this copying 
of some other firm’s designs has for 
many years been one of the most irri- 
table evils and problems of the in- 
dustry. 

The popularity of the Design Bu- 
reau, during its existence of a little 
more than a year, was fully attested 
by the registration of several thou- 
sands of designs, the registrants 
representing jewelry manufacturing 
plants from all sections of the 
country. 

Now that the industry is without 
this design registration service, it is 
to be hoped that steps will be taken 
in support of a bill for the enactment 
of legislation which will revive the 
Design Bureau and that this bill will 
be presented at the next session of 
Congress. 


Watch Inspection Week 


HE week of October 13-20 has 

been selected by the United Horo- 
logical Association as “National 
Watch Inspection Week” and it is 
to be hoped that the movement will 
receive hearty support not only from 
members of the association but from 
all other jewelers as well. 

The success of the plan will de- 
pend, of course, upon the amount of 
public attention it attracts. If it is 
supported through the individual ef- 
forts of retail jewelers in all sections 
of the country, and has the coopera- 
tion of manufacturers and whole- 
salers, it should result not only in 
increased watch work but also in 
more jewelry, silverware and watch 
sales. 

Officers and members of the asso- 
ciation are giving their best efforts to 
focus public notice on the event. 
Window displays and advertising will 
be used to increase layman apprecia- 
tion of the patient skill demanded of 
an expert watchmaker as compared 
with shoddy workmanship. 

Here is an opportunity to start a 
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program which should become an an- 
nual event and grow in size and 
importance. It merits genuine sup- 
port and, if accorded the cooperation 
it deserves, should be of lasting benefit 
to the jewelry trade. 


Diamond Imports 


IGURES are now available on the 

diamond imports to the United 
States for the fiscal year ended June 
30 last, which show a total of $15,- 
507,852 for both the rough and cut 
gems. 

These figures fall far short of ban- 
ner years in the diamond trade, when 
in some fiscal periods the figures 
reached well over $50,000,000, the 
biggest year being 1919-1920 with 
total imports of both rough and cut 
stones of $87,712,275. They com- 
pare favorably, however, with the fis- 
cal year 1933-1934, when we im- 
ported rough and cut diamonds of 
$11,672,541. 

During the fiscal year the cut 
stones reached a total of $11,965,494 
and the uncut diamonds were valued 
at $3,542,358. In June the cut stones 
imported were valued at $1,082,688 
and the rough at $664,323, making 
the total for that month $1,747,011, 
which is the largest for the year. 
While the rough gems received in 
June led all other months of the fiscal 
year, the cut stones dropped behind 
November, 1934 ($1,204,385) ; Jan- 
uary, 1935 ($1,405,583), and March, 
1935 ($1,098,538). 

Total figures for the fiscal year 
1934-35 follow: 


Cut but Rough or 

1934 not set uncut Total 
Cee $ 803,880 $ 349,009 $ 1,152,889 
ee 756,699 282,912 1,039,611 
ESS Lida See 1,071,889 362,730 1,434,619 
See 855,109 193,695 1,048,804 
ee 1,204,385 253,395 1,457,780 
ere a 860,942 19,123 880,065 
1935 

ENN oy Sela rae 1,405,583 260,260 1,665,843 
a” Kxodee 1,008,376 203,154 1,211,530 
ee 1,098,538 314,445 1,412,983 
SG. Wgneeare 745,557 276,376 1,021,933 
| eee 1,071,848 362,936 1,434,784 
Ce cavries 1,082,688 664,323 1,747,011 





$11,965,494 $3,542,358 $15,507,852 
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Supplying Trade Information 


EDUCATION of the jeweler as to the meaning of standards, the proper 
definition of quality in quality terms, the meaning of karat and silver marks 
and the laws protecting their use so that he in turn can present these facts 
to the consumer. Also the supplying of knowledge of the tax laws and the 
leading decisions that affect his relations and transactions with those from 
whom he buys and to whom he sells. 


From the platform of THE JEWELERS’ CIRCULAR-KEYSTONE 


THE retail jeweler who knows the meaning of karat and silver marks, who has a knowledge of the 
tax laws and is familiar with leading decisions that apply to his responsibility as a jewelry mer- 
chant, is in a much better position than is the man who is uninformed on these subjects. 

He is able to pass on to his customers the significance of the marks on jewelry and silverware 
and his use of this knowledge is often a big help in making sales. Such knowledge can be imparted 
in a way that will interest the prospective purchaser and build prestige for the jeweler as a dealer 
who knows his business. Familiarity with the tax laws and with other laws which apply to his 
every day transactions often saves him time, money and trouble. 

One of the most important planks in our platform is the one relating to these matters and we are 
always ready to be of assistance whenever possible. 
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MILES E. ROBERTSON 


‘bee credit jeweler 
is vastly important to the jewelry and silverware indus- 
tries. The basic idea of selling merchandise of this char- 
acter “on time” has been proven sound in spite of the 
many criticisms usually emanating from other industries. 

Now that we are all agreed that the credit jeweler is 
not only performing a valuable consumer service, but is 
also here to stay, and before we move into the specific 
discussion of silverware, may I speak briefly about the 
competitors of the credit jeweler. It is my opinion that 
his real competitor is not his brother credit jeweler nor 
any other jewelers, but rather those merchants in other 
fields who sell goods ‘‘on time” to the consumers. You 
know the type of merchandise that is in competition with 
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your goods: Automobiles, electric refrigerators, electric 
stoves, oil heaters, vacuum cleaners, washing machines, 
and dozens of other items, all sold to the family. In 
every case the purchase price drains the pocketbook which 
you must tap; and we know further that that pocketbook 
is not too well filled after the bread-and-butter neces- 
sities of the home have been paid for. 

Equally true, you know that that competition is mighty 
keen. It starts with the premise that practically every 
one of the items mentioned either gives pleasure to the 
whole family or gives relief from drudgery. These two 
are primary emotions and you must reckon with them. 
That competition ends with the fact that the size of 
the sale warrants unusual merchandising expenditures, 
even to the extent of personal solicitation and house-to- 
house canvassing. 

In addition, there is today a tremendous drive toward 
the rehabilitation of the home. The Government is back 
of this campaign, -with the result that these other indus- 
tries are receiving hundreds of thousands of dollars ‘n 
free advertising. Last but not least, the Government is 
sponsoring a financing program which will aid the mer- 
chants selling such products to move them into the homes 
of your customers. 

These industries, gentlemen, I consider to be your real 
competitors. It is industry versus industry; not jeweler 
versus jeweler. 

All available facts prove that these competitive indus- 
tries are making real progress. Let me quote a few 
examples: Automobiles are 33 1/3 per cent ahead of 1934. 
Refrigerators are 17 per cent ahead; and it is interesting 
to note that Frigidaire has sold more refrigerators in the 
first six months of 1935 than during the total year of 
1934. Oil burners are 30 per cent ahead of 1934. Home 
mechanical stokers are 73 per cent ahead. The sale of 
washing machines broke all records with 696,000 units 
sold in the first six months of 1935. Residential build- 
ing contracts are up about 58 per cent. 

The furniture business is also in competition with 
these other industries. It is also one of our competitors. 
We might well review its progress. That industry is now 
convinced that the householder finally intends to spend 
money for a new bedroom suite as well as for a new auto- 
mobile, or for an electric refrigerator. Leaders in the in- 
dustry state that the total year’s sales will be better than 
50 per cent ahead of 1934. Their confidence is supported 
by the sales figures which resulted from the Grand Rapids 
semi-annual market and of the two Chicago mid-summer 
exhibitions a week later. 

It is time to get on the subject of “Why Silverware 
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in the Credit Jewelry Store?” My remarks will be as a 
representative of the industry rather than as a representa- 
tive for any particular company. 

In my opinion there are many reasons why a credit 
jeweler should carry and feature silverware. 

First. It is a necessity—Our present standards of 
living and the fact that we are afraid of what the neigh- 
bors will say absolutely prevents the elimination of knives, 
forks and spoons. I believe that you need and want to be 
identified with the business of selling necessities, particu- 
larly when you have, ready for your handling, a line that 
has already been established as a jewelry store item. 

An old friend of mine in Grafton, West Virginia, said 
to me many years ago, “Young man, you are in a good 
business. People must eat to live. There is a constant 
demand for silverware.” 

Second. It is standard household equipment.—This 
means that it truly belongs in the home rehabilitation 
movement. Sales effort on it now will not only find a 
ready response, but will also identify you and your store 
with the Government campaign. People will buy a 
necessity on credit when they will hesitate to buy jewelry. 
Enter the door of the home and enormously increase your 
sales possibilities. 

Third. Silverware is a family purchase.—It gives 
pleasure and is of practical value to the whole. family, 
whereas only one person can wear an article of jewelry. 
In these days of limited income there is a distinct sales 
advantage in having all members of the family interested 
in the initial purchase and the subsequent prompt pay- 
ments. Ask the nearest automobile dealer if this is not 
a real sales point. 

Fourth. Silverware is an interior decoration of the 
home.—Women are immensely interested in their dining 
rooms—the room where guests and relatives truly judge 
the discrimination of the hostess. Quality silverware, in 
the right design, is the finishing decorative touch. 

Fifth. There is a pride of possession in silverware.— 
Try to buy mother’s or grandmother’s silver teaspoons 
and see how quickly this possessive and sentimental feeling 
arises. Valuable sales psychology for you because it indi- 
cates that you are offering an important item and one 
that the purchasers are even then thinking of as a future 
heirloom. Such sales psychology is only present in pur- 
chases of quality plate. Cheap merchandise is only pur- 
chased as a first or temporary step in the building of the 
home ; it supplies a stop-gap rather than gratifies a desire. 
Reputation is not built on such sales. 

Sixth. Silverware merchandising brings a greater num- 


ber of customers.—The sale of silverware will bring you . 
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An Address Delivered at the 
N.A.C.J. Convention 


by 
MILES E. ROBERTSON 


General Manager of Oneida, Ltd. 


a wider host of friends through its usage and advertising 
than will the sale of any other item. Housewives are 
proud of their table decorations. They will talk about them 
and tell where the purchase was made. This is doubly 
valuable because guests are prone to exclaim over the 
beauty of a pattern and follow this by the natural ques- 
tion, “Where did you get it?” How many times have 
you heard just such a conversation ? 

It has been stated by credit jewelers that you can 
found your business on silverware; watch and diamond 
sales will follow rapidly, whereas the reverse of this 
statement is not true. Silverware sales are truly an enter- 
ing wedge into the home. 

Seventh. The sale of silverware opens the door to sub- 
sequent sales.—Most items sold by the credit jeweler are 
complete units in themselves and when the sale is made 
the transaction is finished. Start the family with a 26 
or 34-piece set of silverware and they will keep adding to 
the pattern by subsequent purchases. You need the return 
of old customers as well as the entry of new ones. 

In selling silverware you are planting a business seed. 
You have a fertile field for such planting. Census statis- 
tics indicate that about half a million new families come 
into existence each twelve-month period. In addition, 
there is another half million families who come into the 
market due to the obsolescence of old equipment and the 
desire for modern design and style. The total—or one 
million families—constitute a day-in-and-day-out market 
for quality silver plate. Every one of these families can 
afford to spend from $35 to $75 on merchandise which 
will last them for a generation. 

Eighth. Silverware is a marvelous gift item.—Too 
often we think of silverware as only being of interest to 
housewives, and of its sales only in complete services for 
six, eight or twelve persons. Actually, there is an enor- 
mous gift business in silverware and you should further 
develop it. The line offers wonderful opportunities with 
a wide price range. This wide range insures repeat busi- 
ness, keeps the account active, and later permits you to 


(Please turn to page 143) 





JEWELRY BLAZES BACK INTO 


F ortune follows Fashion. 
There is no phase of industry that does not admit this 
statement. Trains, airplanes, steamships, public buildings, 
interior decoration, steel, rubber, cotton, silk—great com- 
modity or industrial organizations have their stylists and 
their fashion consultants. 

Fashion even penetrates into the arts and sciences, as 
well as the amusement world. Fashion is a business, an 
art and a state of mind in one, and industries are made 
or wrecked by it. Fashion isn’t the fickle jade we are led 
to suppose. But, like’all women, she is susceptible to 
flattery and nobody knows the way to a woman’s heart as 
well as a woman. It is our job to serve fashion—to keep 
in her good graces—to feed her new ideas and to follow 
her whims and fancies. 

The failure of an industry is not always that it is 
deserted by fashion but that it fails to follow the lead 
of fashion. CHANGE is the life of the entire apparel 
business. If your industry believes it can sell the same 
merchandise it sold in 1900, it has only to compare the 
activities, interests and home life of the women of thirty 
years ago with those of today. Sportswear was unknown. 
Out-of-door living was no longer practised even by the 





Sapphires and diamonds with a silver and terra cotta lamé cocktail 

dress are a particularly happy color combination. A large sapphire 

and diamond clip is worn on the turban. A lovely lacy choker and 

a long clip are complements to a low neckline. Two bracelets are 

worn. One ring is a large square sapphire set with diamonds at 
the sides while the other is a stunning new platinum ring 
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Black velvet, a touch of lace and pearls, are one of the most 

flattering combinations a woman can wear. With this dinner 

dress a pearl necklace, a pearl and diamond pin, a large pearl 

ring, two diamond bracelets, and a tiny diamond wrist watch, 

diamond pendant earrings and a clip in the hair, go with this 
costume 


Theses 


Indians. European travel was a rarity, transcontinental 
traveling was slow and costly. Flying was unknown and 
radio was unheard of. 

Since travel has become simple and also the fashion, 
almost all of the smart traveling accessories and all of 
the sportswear accessories have come into the picture. A 
whole new field for jewelry has opened up. 

Today we are again in a period of elegance and luxury 
unequaled since the 90’s. The fashion is luxurious in the 
extreme as to fabric, furs, velvets, satins, laces, sequins, 
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FASHION! 


by 
JUNE HAMILTON RHODES 


A pair of diamond and platinum clips add chic 
to the soutache braided hat matching the dul 
silk dress. A handsome diamond and carved 
emerald pin is worn at the throat, repeating 
the color of a large carved emerald ring. A 
delicate diamond bracelet and one of the new 
round diamond watches complete the jewe 
ensemble 


For the most formal occasions this costume 
has all the elegance and luxury of this sea- 
son’s mode. A long ruby and diamond neck- 
lace is superb with the decolletage of this 
pale blue and silver lamé gown. Two important 
bracelets and a large ruby ring are worn on 
the left arm, while a ruby and diamond clip 
gleams in the hair 
























Jewels by Oscar Heyman 

& Bros.: watches from 

Gruen; dress from Lord 

& Taylor: hats from Sally 
Victor 
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diamanté trimmings and braidings, feathered headdresses, 
real and artificial flowers, jeweled bags, necklaces, hair 
ornaments, fobs, chokers, dog collars, tiaras, charms, fans 
and miniature cases, cigarette cases and holders and even 
jeweled and enameled buttons and belt buckles. 

A Velvet Ball and Debutante Cotillion is to take place 
at the Waldorf-Astoria on Oct. 25, for the benefit of the 
New York Infirmary for Women and Children. The 
climax of the Fashion Show, which will be done by the 
Uptown Retail Guild consisting of Bergdorf-Goodman, 
Jay-Thorpe, Milgrim, Saks Fifth Avenue, Bonwit-Teller, 
Hattie Carnegie, Madame Frances, Frances Clyne, will 
be a group of eight evening gowns worn by leading society 
women who are noted for their chic. These gowns are 
designed around very handsome precious jewelry and are 
called “Jewel Gowns” on the program. Every type of 
evening jewelry will be shown, including a pearl and 
diamond dog collar. 

For the first time since 1900, jewelers have a chance 
this year unequaled in 30 years because with the elegance 
of fabric we have simplicity of silhouette, permitting the 
use of many jewels. 

Women will also bring in old jewels to be reset in 
necklaces, hair ornaments, and delicate tiaras. 

(Please turn to page 65) 
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MID-WESTERN merchant has been successful in 
securing introductions to new customers. Four 
weeks after a customer has opened an account, a letter is 
sent offering him a credit on his account of 10 per cent 
of the initial purchase for any new customer he sends to 
the store. Introduction cards are enclosed with the letter, 
one side to be filled out by the present customer and the 
other side containing the introduction of the new one. No 
responsibility for the payment of the new account is 
assumed by the customer who does the introducing. This 
plan has added a number of new names to the store’s list 
of customers. 











N their campaign for new business, a great deal of atten- 

tion has been attracted to Kay’s jewelry store, Peoria, 
Ill., by means of a decrepit old automobile displayed on 
the sidewalk in front of the store. A square placard, 
printed on cloth, placed on top of the car, bore this 
legend on all four sides: “If your watch is as out of style 
as this 1904 Cadillac, trade it in for a new one. $5 to 
$10 allowance for your old watch. Pay as little as 50 
cents a week. Kay’s.”” The placard was printed partly in 
black and partly in red on a white background. The old 
relic was secured as a loan from the local Cadillac sales- 
room. When placed in front of a store, as at Kay’s, the 
attention it attracts is very much enhanced. 
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N the window of the W. ‘I’. Beans Jewelry Co., Denver, 

Colo., is a large escapement model built by Mr. Beans, 
a watchmaker with 54 years of actual experience, which 
has been effective in building up the store’s watch repair- 
ing business. This escapement model is about 25 times 
larger than the escapement of an American watch. It is 
built on a circular piece of wood, in the base of which is 
a metal plate bearing the year in which the model was 
constructed. The store uses the model to help educate 
people to the importance of the escapement and to over- 
come the prejudice people often hold against a small store. 














NOVEL football motif sold an unprecedented num- 

ber of gifts for men for the Bohm-Allen Jewelry 
Co., Denver, Colo. Each week the backgrounds used 
were water color paintings of the four major teams play- 
ing at that time—in action. The uniforms and even the 
banners of crowds in the stands were painted in proper 
school colors. The showcard gave the names of the two 
teams and used some clever speculative slogan such as this 
one the week before Thanksgiving: “On whose neck will 
the axe fall—besides the turkey’s?”’ ‘The idea was sup- 
plemented by a football on a silver platter. 





Many jewelers are concentrating on the 


ideas on these pages we offer 





THE JEWELERS’ CIRCULAR—KEYSTONE 
for October, 1935 




















JEWELERS ‘ 








F your optical department needs a bit of stimulation, try 

this window used in a highly effective way by the Funk 
Jewelry Co., Phoenix, Ariz. In the background was a 
beautifully draped silk flag. In front of it appeared a 
row of sketches of famous people, all wearing glasses. In- 
cluded were: Franklin D. Roosevelt, Theodore Roosevelt, 
Jean Harlow, Marlene Dietrich, Mae West, Abraham 
Lincoln, George Washington and Woodrow Wilson. A 
high-class artist was hired to make the sketches, which 
were almost perfect likenesses. Actual glasses selected for 
best appearance with each individual were used on the 
sketches. The window did a lot to overcome the feeling 
of some people that glasses spoil their appearance. 
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HEN small space advertising is properly handled it 

has great attention value, in the experience of James 
F. Helffrich, Glendale, Cal., jeweler. So he puts a “kick” 
into low cost advertising. A continuous contest, offering 
merchandise prizes for those picking mis-spelled words out 
of his various ads is one method. Another successful 
scheme is to offer to accept the ad as part payment on 
repair work. Alternation of these types of advertising 
makes one column, three inch advertising attract attention. 
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IBBON is used by the Arthur A. Everts Co., Dallas, 

Tex., in tying up dinner and breakfast plate sets for 
display on special sale tables. The ribbon, tied two ways 
around the plate and culminating in a large bow at the 
top center, helps to keep the complete sets of plates from 
becoming scattered about the sale table and also lets the 
customer know that the plates cannot be sold separately. 
A price tag can thus be placed on the top plate or through 
the ribbon indicating that the price includes the complete 
set of plates. The use of ribbons also enhances the ap- 
pearance of a sale table which includes, usually, many 
items of glass and chinaware. 











N effective business building event was recently used 

by a western retailer. He invited the various women’s 
clubs of his city to compete in arranging window displays 
at his store. A committee of three local advertising men 
judged the windows which were put on display on suc- 
cessive days. Considerable publicity was obtained in local 
newspapers and store traffic increased with a resulting 
increase in sales. After the windows had all been shown 
to the public and inspected by the committee of judges 
the selection of the winning window was announced and a 
suitable prize given to the club which was declared the 
winner. A table setting contest along similar lines has also 
proved successful. 
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problem — How can | increase my Fall sales? 


suggestions that have been found profitable. Try some of them in your store. 
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FTER all, it is but natural for men in a like business with a common purpose to 
gather together from time to time to discuss their problems and to exchange ex- 
periences and ideas. 

Attending the convention of the American National Retail Jewelers’ Association 
at the Waldorf in New York this year I was highly impressed with the character of 
the exhibits and their number. It was truly a most instructive and creditable display. 

The attendance was large and while I am not aware of the registration so far as 
retail jewelers were concerned, I’m given to understand it was very satisfactory. 

The program contained speakers of note who could talk authoritatively on the 
subjects assigned them, and I congratulate the officers of the association in doing what 
looked like a very good job. 

Attending the convention of the National Association of Credit Jewelers in 
Chicago, I was equally well pleased with the magnificent displays by manufacturers 
and wholesalers, as well as the large attendance. Their program, too, listed men of 
national fame and men who brought messages that were most constructive. 

This brings us to the point of WHY a convention and its WORTH. 

The convention season of state and national significance is over. "Those who 
attended are back on the job. Did they get something out of the conventions and the 
programs? In other words, are they able now to cash in on the expense of attending 
the convention? That, after all, is the neb of the whole thing. 

If you gained something worthwhile then the expense of your trip will be many 
times repaid. If you did not, then of course it was but a joy ride and probably your 
own fault. 

From the attendance at the business sessions I would judge, however, that the 
majority were eager for information, to know what was going on and to study the 
addresses made by the various speakers. 

Again there seemed to be much interest in some of the .new lines shown, the 
various booths were well attended and it seemed to me as though those attending 
stayed closer to the two conventions than ever before, all of which is most heartening 
and encouraging. 

Frankly, I believe the jewelers throughout the country have resolved to give their 
business deeper and closer study, that many of them have come to the conclusion that 
competition is keener today, and will be in the years to come, than ever before, that 
the namby-pamby merchant is facing extinction and they are realizing as never before 
that the retail jewelry business is a business that needs constant and everlasting study. 

It is a known and accepted fact that jewelers, as a group, have never felt the 
advisability of advertising but, as one manufacturer said to me in Chicago, and I 
heartily concur with him, “I have come to the conclusion that it is a case of advertise 
or fossilize.”’ 

We can no longer depend upon the lure of jewelry alone to step up its volume 
sales or to cause people to remount or turn in their old jewelry for new. We have 
got to go to the people themselves with our message just as the shoe, clothing or auto- 
mobile people do. Jewelry is merchandise, it is a commodity, it is something to wear. 
A goodly percentage of it is represented in the gift column and I still maintain that 
jewelry is no more a luxury to those who can afford it than is clothing, shoes or trans- 
portation. 

A luxury, after all, is something which one buys who cannot afford it. 


Ge Ay Kolb yl 


Vice-President. 
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TOURMAL 








by 
ROBERT M. SHIPLEY 


President, Gemoiogical Institute of America 





‘Tenndin challenged the interest 
of many American jewelers for the first time when it was 
selected earlier in this century as the alternate birthstone 
for October. However, the popularity of any genuine 
gem largely depends upon the amount of education the 
buying public has received regarding it. Facilities for such 
customer-education by the jewelry trade have not been 
made easily available until recently. Probably the true 
sales possibilities of tourmaline cannot be said to have been 
really tested until the general public does become ac- 
quainted with this gem-stone. 

Pearls, rubies, sapphires, garnets, amethysts and many 
other gems have been known since antiquity. A certain 
knowledge of them has been passed on from parents to 
their children and from generation to generation, but 
gems which were unknown to the ancients are still un- 
known to a surprising number of Americans. Among 
these is tourmaline. 

Probably the first tourmaline gem-stones which were 
recognized as belonging to a separate species were the 
green stones known as “Brazilian emeralds” which ap- 
peared in Europe in the 17th Century. They were very 
generally confused with the genuine emerald at that time 
and indeed are still so confused by some jewelers with only 
a superficial knowledge of gem-stones. Tourmaline seems 
not to have been definitely identified as a distinct gem spe- 
cies until 1703, when they were so recognized by Dutch 
gem-dealers. The legend is that in packets of zircon re- 


1G, B. Kunz, ‘Gems, Jewelers’ Materials, and Ornamental Stones of California.’ 
* Prof. Dr. Schlossmacher, ‘‘Bauer’s Edelsteinkunde.”’ 
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Specimens of Tourmaline in American Museum 


of Natural History 


ceived from Ceylon certain stones were discarded by the 
cutters. Children playing with them were fascinated by the 
fact that when heated by the sun ashes were attracted by 
the stones and adhered to them. Thus their unusual pyro- 
electrical property was discovered. The name “ashen- 
trecker” (ash drawers) was given to them and tourma- 
lines are still thus designated in the Dutch language. The 
natives of Ceylon had previously called the yellow zircon 
by the name of “turamali,” and in some manner from this 
word was derived “tourmaline” which was established as 
the name of this species. Schorl, the term by which miners 
had previously known the less beautiful varieties of the 
mineral, is now used as the name of the black variety only. 

The beautiful, green tourmaline, which has been called 
“Transvaal Tourmaline,” in its finest qualities approaches 
the emerald in color. The tourmaline’s greater brilliancy 
and dichroism—which latter is readily apparent to an ex- 
perienced observer even without the use of a dichroscope 
—offer a simple means of distinguishing them from emer- 
alds for one who is not familiar with the degree in which 
they actually differ from a fine emerald color. All other 
varieties of green tourmaline are distinctly brownish or 
vellowish when compared with emeralds. 

Both light and dark tones of almost every well known 
hue occur in tourmaline. Among the hues represented are 
yellow, brown, red, blue, green, and red-purple, including 
lilac. Colorless and black tourmaline are also found but 
rarely fashioned as gem-stones. The term rubellite is 
often used for the stones possessing red to red-purple hues, 
which include of course the pink variety. Various names 
are applied to other colors but have so far enjoyed but 
little use in the American jewelry trade. 

Pink tourmaline has long been greatly and almost su- 
perstitiously prized in China’ where it is frequently carved 
into exquisite designs. Imported into China, much of it 
has been fashioned there and resold in the United States 
as “Chinese Tourmaline.”’ 

The terms “Siberian Ruby,” “Brazilian Ruby,” “Bra- 
zilian Sapphire,” “Ceylon Peridot,” “Brazilian Peridot” 
and “Ceylon Chrysolite,” are among the misleading names 


sometimes applied to various colored tourmalines. The 
(Please turn to page 64) 











Established 1866 








608 Fifth Avenue, New York 


° s Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—33 Sarphatistraat 
64 West 48th Street London—23 Holborn Viaduct 


















Gems of Unusual beauty and 
value—available from our 
stock at all times. Wearepre- 
pared to cooperate with you, 
on whatever your require- 

ments may be. 


















en 


Unmounted Star Sapphires, 
ranging in colors from ex- 
quisite pale tones to deep 
blue—also mounted in cuff 
links, and in rings for men and 
women. 





JEROME RICHHEIMER 


608 FIFTH AVENUE NEW YORK. 









THE MODE 


emior By 
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UNUSUAL EFFECTS 
IN JEWELRY DESIGN 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for October, 1935 


An endless stream of motives and forms are following the modern trend in 
the latest jewelry. The application of rock crystals, lapis-lazuli and other 
varieties of precious and semi-precious stones is pronounced in many of the 
new creations. This page of designs is the seventh in a series being pre- 
pared by Christian A. Jakobb for The Jewelers’ Circular-Keystone. Both 
inspirational and simple suggestions are shown on this page. 
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JEWELRY 


CREATIONS 


Call for 
FANCY CUT 

















ANCY cut stones of every descrip- 





tion for your selection. 
| . 
| Arr assortment of rough dia- 

monds suitable for cutting to any 


shape to complete your new and 


modern designs. 











” USUAL 
GEM 
| STONES 














LOUIS GURFEIN 
& SON 


608 Fifth Ave. New York, N. Y. 


ANTWERP 
76 RUE DE PELICAN 


SOUTH AFRICA 
76 CHURCH ST., KIMBERLEY 


AMSTERDAM 
2 TULPSTRAAT 


Tel. MEdallion 3-4822-4823 


Direct Importers 
and Cutters of 
Fancy Shaped and 
Round Diamonds 


DIAMONDS 
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TRADE MARKS 


AND 


QUALITIES 


REPORT SUBMITTED BY 
A. C. HENTSCHEL, Chairman of the Committee 
BEFORE THE A.N.R.J.A. CONVENTION 





A. C. Hentschel 


—. practice of trade-marking and quality stamping of 
merchandise has been in use for many centuries and 
therefore the work of this committee is nothing new or 
experimental. Most of the ancient guilds and secret 
societies owe their very origin to the need of these par- 
ticular methods of protection, to safeguard their profes- 
sion against the ravages of trade pirates and chiselers. 

In England the trade-marking or hall-marking of qual- 
ity merchandise dates back about six centuries. The 
earliest authoritative date has been found on a spoon and 
the hall-mark stamped on it assumes to indicate the year 
1478. From then, for upward of four and one-half cen- 
turies, the exact age and in most cases the maker of a 
piece of sterling silver made in England can be traced. 
The punishment for forging a hall-mark at one time was 
death; later it was commuted to 14 years of imprison- 
ment. As late as 1933 a man found guilty of possessing 
silverware bearing the impression of a fake hall-mark was 
sentenced to six months’ hard labor. ~ 

So we find ourselves with a record of the use and need 
of trade-marks and quality stamping placed on merchan- 
dise for the protection of both the buying public and the 
merchant, dating back into the past. 

Our record upon this subject in this country has been 
a sort of hit and miss practice. Truly, we have a Na- 
tional Gold and Silver Stamping Law enacted about 30 
years ago. This law does answer a certain purpose, but 
it does not cover the stamping of gold and silver properly 
at the present time. It does not tabulate or rate the plat- 
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ing and filling of gold and silver, nor does it apply to the 
present practice of applying gold on silver. A National 
Platinum Stamping Law has never been passed. A few 
States, namely, New York, Illinois and New Jersey, have 
a platinum law upon their statute books. 

The Supreme Court decision upon N.R.A. has nullified 
all the provision upon trade-marking and quality stamp- 
ing as contained in our several jewelry codes. 

This problem of trade-mark and qualities is a most 
serious and important subject, simple as it may seem, yet 
far-reaching and destructive can be the effects. 

The Committee is firmly convinced that a National 
Stamping Law should be prepared with all speed pos- 
sible and, if possible, presented to the next Congress. 
Delay is the ally of failure. This new stamping law 
should embrace the entire subject, defining gold in its 
various karat qualities, its qualities of plating and filling, 
silver units 1000th qualities and its use by the application 
of gold, and platinum with a proper stamping following 
closely the New York Law. 

Your Committee recommends that the president of the 
A.N.R.J.A. be instructed to appoint a committee (the 
chairman of this committee to be located in the east) to 
confer with other branches of the jewelry industry and, 
if possible, obtain the experience of the Vigilance Corh- 
mittee of New York and proceed with the drafting of a 
law that will cover trade-marks and qualities properly and 
will be practical and when enacted into law can be en- 
forced. Your committee. is fully aware that all of this, 
will entail a certain amount of expense, but jewelers, if 
this protection is needed, and surely and truly believe with 
your committee it is needed, then money should be forth- 
coming to carry this necessary work to successful con- 
clusion. 

After our national association has been successful in 
the passage of a National Stamping Law, every state 
should pass a coordinating law, as a national law cannot 
regulate intrastate business. 

As chairman of this committee I will read you some of 
the recommendations and suggestions I have received: 

“I have, for a long time, been greatly interested—as is every 
high class retailer—in definite quality marketings, in the 
elimination of overdone guarantees and over-extravagant 


promises of performance and service for the merchandise we 
sell. 

“To those of us who have spent half a lifetime in the jewelry 
business and have given thought to the trend of the times there 
is no element of surprise in the present interest in compulsory 
quality marking. Most of those retailers who have survived 
the disasters and trials of the depression can lay claim to a 
highly ethical standard in the conduct of their businesses. As 
a rule the store that survived and is now again operating at a 
profit was the one that enjoyed and earned the confidence of 
its clientele. 

“We all know how much easier it is to stand behind our 
cases and say too much for our merchandise than it is to 
tell only the truth, how much easier to say 20 years than two 
years. 

“It seems to me that definite markings and a public educated 
to look for them can have only one effect—the sale of higher 
grade merchandise. Most buyers are persuaded to purchase at 
lower prices by quality promises that lead them to believe that 
they are saving in price at no sacrifice of quality. Once they 
can be convinced that quality and price go hand in hand the 
chisler will have lost his greatest selling advantage and the 
square shooter will come into his own. 

“Impractical as a whole, tabooed by the United States 


(Please turn to page 69) 
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STERN BROS. 
& Co. 


(ESTABLISHED 1868) 


Importers 


and Cutters of 


DIAMONDS 


ARE NOW OCCUPYING 
THEIR NEW QUARTERS IN THE 


INTERNATIONAL BUILDING 


ROCKEFELLER CENTER 
(14th FLOOR) 


630 FIFTH AVENUE 
NEW YORK CITY 


ANTWERP: Rue du Pelican 86 
LONDON: 23 Audrey House, Ely Place 


DIAMOND CUTTING WORKS 
68 Hunters Point Ave. 
Long Island City 





A highly specialized department 
maintained for re-cutting and re- 
pairing of diamonds for the trade. 


























Tourmaline 
(From page 59) 


synthetic stones often sold as “synthetic tourmalines” are 
green sapphires or green spinel. 

The tourmaline is 7 to 7%4 in hardness, slightly harder 
than crystalline quartz and sufficiently hard and tough to 
recommend as a ring stone, although constant wear may 
require occasional repolishing. Its possible brilliancy when 
cut as a gem is not nearly so great as sapphire, zircon and 
other stones of high refractive index, but is much greater 
than that of emerald, aquamarine, amethyst, rock crystal 
or topaz-colored quartz. The refractive index of the 
transparent gem varieties of tourmaline usually ranges, 
from about 162 to about 164." The specific gravities of 
these same varieties commonly lie between 3.0 and 3.1. 


Most of transparent gem varieties owe their color to 
lithium or magnesium. The black variety contains iron 
and has a higher specific gravity than the transparent gem 
varieties. 

The chemical composition of tourmaline is very com- 
plex. In his well known “Ethics of the Dust,” John 
Ruskin remarked that the composition was “more like a 
medieval doctor’s prescription than the making of a re- 
spectable mineral.” The chemical formula has, however, 
been simplified to read, H»BsSitOn, in which some of the 
hydrogen (H) is replaced by one or more of a number of 
elements. 

The dichroism of all tourmalines (except those of pale 
color) when observed with the dichroscope is very charac- 
teristic and is of great value in recognizing the gems. 
Through correct application of this test, red tourmaline 


is quickly separated from ruby, garnet and spinel. Green 
tourmaline may readily be told from emerald, demantoid 
garnet, and so on down the line. 

Dichroism is exceptionally pronounced in the tourma- 
line. Some crystals, in fact, are transparent in one direc- 
tion and quite opaque when viewed along a line at right 
angles to the first. This property must be studied carefully 
before a tourmaline crystal is cut. By placing the table 
correctly, the lapidary may lighten or darken the color of 
the fashioned stone. 

Gem-tourmaline is usually found in pegmatite dykes 
associated with lepidolite. In Southern California beryl, 
spodumene and topaz of excellent gem quality have also 
been formed in the same dykes. Tourmaline however also 
occurs in schists and in crystalline limestone. 


In 1820 tourmalines were found by Hannibal Hamlin 
one mile from Paris Court House, Oxford County, Maine. 
In 1882 they were found at Mt. Apatite in the same 
state. In 1898 they were found in the Mesa Grande dis- 
trict in California and mines have since been opened up 
at Pala and in other localities in Southern California. 


An excellent collection of Maine tourmaline crystals 
may be studied by jewelers in the Museum of Boston 
Society of Natural Sciences, where its curator Dr. Wig- 
glesworth directs monthly meetings for the jeweler-stu- 
dents of the Gemological Institute. An excellent group 
of California tourmaline specimens can be seen in the 
American Museum of Natural History in New York, 
where its curator of minerals, Dr. Whitlock, has long 
been deeply interested in gems. 





1 Prof. Dr. Schlossmacher, ‘‘Bauer’s Edelsteinkunde.’’ 














SURPASSING ALL EXPECTATIONS! 





“The Duchess” 
$7.50 


Exceedingly dainty; silver dial 
with gold numerals. Plaited pig- 
skin bracelet strap. 





“The Duke” 


$6.50 


A very durable model; ideal for 
business wear and sports. Pig- 
skin strap, with gold plated 


buckle. 


The demand for these four beau- 
tiful all-American filled yellow 
gold plated watches is overwhelm- 
ing. Get your order in to your 
wholesaler at once to share in the 


great success. 


Jewels 


give them distinction and preci- 
sion and put them in the quality 
class. 


Gold is applied by the “Bek” proc- 
ess, which amalgamates 114 thou- 
sandths thickness of yellow gold 
with the base metal. Equivalent 
to and equally as good as gold 
filled work and much superior to 
ordinary gold plate. 


Genuine pigskin straps. 








“The Countess” 
$6.50 


New small size oval case; two- 
tone silver dial; pigskin strap, 
with gold plated buckle. 






“The Count” 
$5.95 


Handsome, durable, accurate; a 

wonderful watch for the price 

and a splendid time-keeper. Pig- 

skin strap, with gold plated 
buckle. 


THE NEW HAVEN CLOCK COMPANY 


WATCH DIVISION 


NEW HAVEN, CONN., 


U. S. A. 
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Jewelry Blazes Back Into Fashion 
(From page 53) 


Flower sprays in platinum, pearls, diamonds and multi- 
colors will be worn for corsage decoration. 

Dog collars will be worn. 

For two years smart Parisiennes and New Yorkers 
have worn the two-strand pearl choker. Department 
stores have sold imitation pearls with sweaters and sports 
dresses, calling attention to the fact that this was a smart 
fashion. 

Earrings are back, but in new forms. 

Scarf pins that do double duty. 

Flower pins have a big place in the fashion, since 
flowers are now a necessity. 

Shoe buckles. and belt buckles in multi-colors and dia- 
monds are being worn. 

Monograms are still very much in vogue. 

Fobs, bracelets, bags, cigarette cases, vanities and even 
dog collars are very smart worked out in metal and 
jewels, jewel color combinations and diamonds. 

Watches, jeweled, enameled and in metal and jeweled 
bracelets have a new importance. 

lf jewelry is to come back in a big way, the jewelers 
will have to come back in a big way. It won’t do any 
good to try to force old goods on fashion-conscious 
purchasers. 

Try to prepare your customers for new, glamorous, 
smart 1935-1936 jewels. You must have them and be 
able to present them in a new smart and up-to-the- 
moment manner. Here are some suggestions: 








Change the arrangement in your stores. Change your 
advertising. Change your window display. Change your 
approach. Show a real new interest in your merchandise. 

Let everyone in your town know that this is the time 
to buy, not only because jewels are fashionable, but be- 
cause in a world of fluctuating currency and changing 
values diamonds, emeralds, rubies and sapphires are a true 
investment. 

Believe in your stock and push it. Invite your cus- 
tomers to bring in old jewels. Consult the manufacturers 
who specialize in this kind of thing for new ideas. Try 
to give your customers individual, distinctive and suitable 
designs. 

It is better to lie awake nights thinking about new 
and interesting presentations than worrying about bad 
business. 


Two Unusual Bracelets 


The new Foto Bracelet and Kompak bracelet are being introduced, 
at the present time by C. A. Marsh Co., Attleboro, Mass. The Foto 
bracelet is ingeniously designed so that the wearer can lift the tongue 
of the bracelet which conveniently conceals his photograph. A snapshot 
slips easily into the little frame made for the purpose. The Kompak 
bracelet is ingeniously devised to conceal a powder compact under the 
tongue of the bracelet. The wearer merely has to lift the hinged tongue, 
snap open the small mirror and lift out an attractive little powder puff. 





Carmen Bracelets 


There’s an interesting story behind the current revival of the multiple 
piece flexible Carmen Bracelets which has just come to light. Instigated, 
no doubt, by the widespread vogue for bracelets, many old Carmens 
worn during the days of the Carmen rage fifteen years ago were recovered 
from their hideaways to again do their part in adorning feminine beauty. 
Some of these, naturally, needed refurbishing, and found their way to 
the manufacturer. The steady trickle of repairs opened the eyes of 
D. F. Briggs Co., Attleboro, Mass., manufacturer of Carmens, to the 
possibilities of modernizing and reviving these unique bracelets. When 
wholesalers were approached they, already aware of the voluntary renewal 
of interest, urged that the line be a part of the market again. 


COMPACTS e CIGARETTE CASES e SEMI-PRECIOUS STONE CREATIONS 


Wal ter Lampl 90 WEST 47th STREET, NEW YORK 
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Reproduced from the Weekly Illustrated. 


PEARLS ARE FASHIONABLE 
“ORIENTA: : - 
CULTURED 


PEARLS 


Have our substantial Guarantee. 
Dress Studs - Scarf Pins - Earrings 
Necklaces in all sizes. 


Gs Cousto 0 


memorandum? 05 Mea wy Sheet ONai-York 





Rings - 


May we send 
a selection on 








GEM-STONES By ¢. F. Herbert Smith 


An Interesting Authoritative Book 
Cemprising 40 chapters and many diagrams, plates and 1 by an outstanding 
authority. Over 300 pages. Price $3.00 
THE JEWELERS’ CIRCULAR—KEYSTONE 
239 W. 39th St., New York 














GENUINE 
ZUXCONS 


WHITES — BLUES 


ANY QUANTITY 


JAMES A. DRILLING CO. 
Semi-Precious Stones 


87 NASSAU ST. NEW YORK CITY 























78 Years Refining Precious Metals 
—Our Specialty—Not a Side Line 


RETURNS | a. , 


from your shipment / Me 
of Gold, Silver, 
Platinum, etc., to 


LELONG are what 


COUNT 


Send us your shipment of 





This famous 
old refining 


Old Gold Jewelry — = 
Platinum Flat Ware 1858. — Serv. 
Silver Scrap Filings —." 
Crowns Turnings 

Bridge Work Bench Sweep 


We pay 6%c 


Floor Sweepings per ha.per det. 


Water Residue immediately for 
Clippings = .. 
n go 

Skewings filled” pieces 

25e« to $2.00 

Carmucha per ounce, de 

. ee e pen ng on 
anything containing precious quality and 

metals — — 


L. Lelong & Bro., Inc. 


Smelters - Refiners - Assayers - Metallurgists 


Halsey, Marshall & Nevada Sts. 
NEWARK, N. J. 


Full market 
price paid for 
sterling or 
coin silver. 


























THE YOUNG MAN'S FUTURE 


The young man can now obtain 
organized and concentrated 
knowledge much of which was 
unobtainable by early genera- 
tions of jewelers. 


The young man who will study 
now has an unusual opportu- 
nity to increase his efficiency 
and income. Knowledge, once 
acquired, is a life-long asset 
which can never be taken from 
him. 

Write for information about mail courses 
in gems, metals, jewelry, sales, display 


and merchandising which are making 
professional men of the jewelers. 


THE FIRST CERTIFIED GEMOLOGIST DIPLOMAS 
ARE BEING AWARDED THIS MONTH 


GEMOLOGICAL INSTITUTE 
OF AMERICA 
Established 1930 
3511 West 6th Los Angeles 
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The Gentleman in Town and Country 
(From page 47) 


the store. Equally important are the other factors of 
success in selling, such as window display and newspaper 
and direct-by-mail advertising. "When you have bought 
an unusually interesting novelty, or a dress set of particu- 
lar beauty, in fact, anything for men that stands out in 
your eyes as a real feature, build a window display of 
men’s articles, glorifying this item in the center. Build 
it up. Send a squib to the local newspaper about it. Put 
a box in one of your ads, calling attention to it. Be sure 
to show it with pride to some of your customers—not as 
though you want to sell it, but just because you think it’s 
a swell number, and you want them to admire it too. 
And most important of all: Don’t do this just once and 
then forget about it. Plan a men’s jewelry display at 
least once every 90 days. The merchandise is available. 
All you have to do is merchandise men’s jewelry. 





Make “Movies” Move Merchandise 
(From page 45) 


Lion-hearted’s own ring plays an important part in the 
story. 

The very name ‘Crusader’ means “Soldier of the 
Cross,” and the cross is prominent throughout the film. 
This affords the jeweler an opportunity to use his religi- 
ous jewelry in a special display. Out of the Crusades also 
arose the Knights Templar, and here again the jeweler 
may feature charms, pins and rings. It would be wise 
for the jeweler to find out when this picture is booked 
for his city, so that he will have a suitable display planned 
for use at least one week in advance of the opening. 

The display illustrated is built entirely around seal 
rings. In this case I have used a white silhouette of a 
Crusader on his charger against a black velvet background. 
The black and white contrast is unusual enough to attract 
passersby and immediately ties up the picture with the 
rings. A neat white card states, “Since the Crusades seal 
rings have been worn and admired. Today they are 
more popular than ever.”’ Small white cardboard shields 
have been constructed and are used as display pedestals 
for the rings. Prices could be marked on the cards if 
desired. A shield in one corner of the window and two 
swords in the other were added for effectiveness. 

This display is direct in its message and very simple 
to construct.. The silhouette of the Crusader may easily 
be copied in a size suitable to any jeweler’s window. The 
shield and swords were borrowed from a local lodge. 

The display tells this story forcibly, “Here are rings. 
They have been good since the Crusades—they are good 
today—we have them.”’ 

The illustrations on pages 46 and 47 include jewelry 
and kindred articles loaned by Morse, Andrews Co., 
Attleboro, Mass.; Walter E. Hayward Co., Attleboro, 
Mass.; The Jewelry & Cutlery Novelty Co., North 
Attleboro, Mass.; Simons Bros. Co., Philadelphia, Pa.; 
Forstner Chain Corp., Irvington, N. J.; Art Metal 
Works, Newark, N. J.; Enos Richardson & Co., New 
York; R. F. Simmons Co., Attleboro, Mass.; Baer & 
Wilde Co., Attleboro, Mass. ; Bliss-Scofield Corp., New- 
ark, N. J., and the following New York concerns: Sloan 
& Co., Norma Pencil Co., Samuel Strauss, Sinnock & 
Sherrill. 
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A Clock For A 


JEWELER 
TO SELL 


* 


Chelsea is a Clock for a Jeweler to sell 
—with both pride and profit. Every 
Chelsea Clock has the beauty and the 
permanence associated with jewelry 
store merchandise. It is a clock on 
which ordinary department and gen- 
eral stores cannot give you competi- 
tion. Write for our latest catalogue. 
(Illustrated above: the CLAREMONT 


—a model which always has good sales 
in the Fall season.) 


* 


CHELSEA CLOCKS 


CHELSEA CLOCK COMPANY, BOSTON, MASS. 
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Tests Prove Profits 
Go Up 
“Selling With Mirrors” 



























“The Most important, scientifically sound display principle in 
years!’’ That is the opinion of merchandising experts in 
every type of retailing after making Checked Tests with Mirror 
Displays. Dealers everywhere report remarkable results... 
dealer in Illinois reports 300% increase—others 200%— 
100% common. 
Brand New! Mirror Displays in Oclors. Blue, Gold, Green, 
etc. Wonderful contrasting effects now possible. Catches 
every passing eye. Compels attention. Adds 100% EYE 
VALUE and SALES VALUE to most ordinary articles. 
Revolving Displays. Hundreds of tiny, gleaming mirrors in 
MOTION. For every purpose. Standard or built to specifica- 
tions. Single unit for counters and showcases. No matter 
what you put on them—Mirror Displays answer with MORE 
SALES. 
MAKE THIS SALES TEST. Do as hundreds of live dealers 
have done. Order one or a dozen different units. Watch your 
sales leap with Mirror Displays ... in JUST ONE WEEK. 
JEWELERS! No merchandise responds so completely, so 
beautifully to Mirror Displays as JEWELRY. Put yours on 
Mirror Displays. Write for Prices and Illustrated Folder 
TODAY—FREE! 


MIRROR DISPLAYS —**t: 710, 814 §, Main Street 
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JOSEPH B. COOPER & SON 


have been for over four decades engaged 
in the Refining of Precious Metals. 


Our customers continue to be satisfied 
with their returns on OLD GOLD and 
other precious metals. 


Your shipments are accurately tested 
or assayed by experts and you are paid 
accordingly. All shipments are held intact 
for your approval of our estimate. 





We pay 
6%¢ per Karat, per Dwt. 














CAN YOU QUALIFY 
AS A 


Registered Teweler ) 


Ware for pamphlets and book- 
let on Diamonds now being 
distributed to the buying 
public which explains how 
yearly registration protects 
legitimate retail jewelers as 


well as their customers. 
ee 
Explanation of ethical and 


SERED UEWALER knowledge requirements for 
(rE | registration, advertising, 
tiga names of well-known Regis- 
Ensignia used 
Windows, Advertis- tered Jewelers, and the spe- 
ing and Letterheads i ; 
cial sales helps furnished 
them may be obtained from 


AMERICAN GEM SOCIETY 


NATIONAL HEADQUARTERS 
555 SOUTH ALEXANDRIA, LOS ANGELES 
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Trade Marks and Qualities 
(From page 63) 


Supreme Court and listed inevitably among the noble experi- 
ments, the NRA never-the-less brought to the jewelry industry 
a taste of better conditions which will eventually crystallize into 
a great ethical advance toward the ideal we are constantly 
seeking. 

“The great need is a system of quality marking for every 
branch of the industry. Every branch knows what its quality 
markings should be and each should edit its own, but there 
should be somebody or some authority to coordinate the whole 
into as uniform, as simple, as effective a working unit as 
possible. I have only a few suggestions: 

The NRA Code standard of recognizing nothing below 10K 
as solid gold should continue. 

“Gold filled watch case standards should be kept fully up 
to the 3/1000 now in use. 

“Gold filled in jewelry should apply to nothing with less than 
1/10 by weight of 10K fineness. 

“Marked standards are as important on silver plated hollow 
ware as on any other class of jewelry store merchandise. 

“It is probably not achievable by any regulatory act or order 
but rolled plate cases should be eliminated from every standard 
quality line of watches. Not that there should be any restraint 
on either their sale or manufacture—we must have low priced 
merchandise—but any good grade watch is worthy of at least 
a gold filled case. 

“There is no doubt in my mind that calling a spade a spade 
even though many of us do it only because it is forced upon 
us will benefit everybody but the chisler. 

“But if we are to realize in full the benefits we seek we must 
capitalize these markings, once we secure them. We must 
educate our public to their value and make them the Keystone 
of our business structure. Let us put forth every effort. Now 
is the accepted time.” 


I have read to you this letter from one of my com- 
mittee members in full, for I know that if it had been 
possible for him to be here he would have stressed this 
message of his in a more forceful way than I can. 

Here is another report from one of my members. He 
stressed in a most forcible and convincing manner the 
need of a trade-mark in conjunction with a quality mark. 
He quotes as follows: 

“You no doubt have read the article which appeared in our 
trade journals several months ago, about a jeweler here in 
New York City who sold a ring to an inspector of the depart- 
ment of weights and measures, which was assayed by the 
department and found one-half carat lower than allowed by law. 
The jeweler could not recall or prove from whom he bought 
the ring and naturally he was found guilty of misrepresentation. 

“On going over my stock I found many articles which, 
although with quality stamps, bore no trade-marks. 

“Don’t you think we would be justified in seeking to have 
the government regulate the stamping and trade-marking of all 
gold jewelry and platinum? What I mean is to try and have 
every manufacturer licensed and his trade-mark registered with 
the proper governmental authority.” 

This seems a very convincing argument that the retail 
jeweler should insist that the manufacturer place his 
trade-mark right with the quality mark and that the 
jeweler refrain as much as possible from buying merchan- 
dise that is not trade-marked. 

Your chairman has written to at least a score of leaders 
in the jewelry industry, manufacturers, wholesalers, pub- 
lishers and retailers regarding their opinion upon the 
subject of trade-marks and qualities, and answers to cer- 
tain questions were asked for, and it was very gratifying 
that without one dissenting voice all expressed the need of 

(Please turn to page 79) 
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ENDORSED 


by leading manufacturers 


SOLD PROFITABLY 


by leading retailers 


KANTOR’S 


SUNSHINE 
SILVER 
POLISH 


A safe, effective liquid polish that 
restores and preserves a beautiful 
lustre. Kantor’s Sunshine Silver 
Polish is easy to use, ne a 
minimum amount of rubbing, but 
completely removes every trace of 
tarnish and discoloration. Soft, 
smooth and entirely free from harsh 
abrasives. 

Sell Kantor’s Sunshine Silver Pol- 
ish to your silverware customers 
... they will quickly become cus- 
tomers for this splendid polish, too. 

Order from your nearest wholesaler 


$37.50 gross $3.25 dozen 
$19.00 '/2 gross $1.80 '/2 dozen 
Resale price 50c 


KLEIN & SON 
Montgomery Ala. 
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Industry is 


, Moving North! 


48% of New York's jewelry 
industry is NOW located in 
the Midtown section. It is the 
richest district in marketing 
opportunities. 


The 
National Jewelers 
Board of Trade 
Building 
22 West 48th St. 


is opposite the Rockefeller 
Center development, housing 
almost 15,000 people new to 
this district. 

This modern 15-story office 
building faces an open plaza, 
assuring unobstructed, clear 
north light. It caters to jewel- 
ers and offers every appoint- 
— for their safety and com- 
ort. 


Rentals at a new low! 


For information, consult 


CUSHMAN & 
WAKEFIELD. INC 


30 E. 42nd St. VA. 3-4200 
New York City 
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We ask 
4,684,000 | 
magazine readers 


these 
questions 







ow 
exert YOU “aust BE 

” age fs ones gift ?--- 
9 you recewwed ® 


wwe 












resent 


{ --. What is the name of the Gorham 
pattern you.own? 


.- + What pieces of it do you own? 


(This coupon must be attached to list) 


2 

3°°° When was it bought?...received ?... 
inherited ?... 

4 


-+ + What is your present jeweler’s name? 


and (soiham jewelers get the answers 


Gorham Sterling advertisements this fall will carry 
4,684,000 coupons. Every coupon offers a VALUABLE 
STERLING GIFT FREE to those who send in the neces- 
sary answers. And you... the Gorham jeweler . . . get the 
answers ...the names, the addresses... real prospects 
for real sales. 


ZB Z te sey rt -_ In addition Gorham provides you with ready-made news- 
| AMERICA’S LEADING SILVERSMITHS paper advertisements for your own use... folders... 
| 6 W. 48th St., New York Ciy counter cards ... letters . . . featuring this drive. 


10 S. Wabash Ave., Chicago 


Start now to get your share of this business. Show... 
140 Geary St., San Francisco 


sell... Gorham Sterling. 
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HE SERIOUS 
TUATION 


IN 


SILVER 


Address Delivered Before 
Recent A.N.R.J.A. Convention 



























by ALEXANDER VINCENT 


Secretary Sterling Silversmiths Guild of America 


; Vincent, secretary 
of the Sterling Silversmiths Guild of America, delivered 
an address on “The Serious Situation in Silver” before 
the 30th annual convention of the American National 
Retail Jewelers’ Association held in New York the week 
of August 26, in which he reviewed conditions in the 
industry. His address follows: 

“The price of silver bullion, as you know, advanced 
from an extreme low of 25 cents an ounce to a little over 
80 cents an ounce in a very short time. No industry, 
whatever it is, could view an advance like that in the 
price of its principal raw material without serious con- 
cern. When, on top of the advance that has already been 
made in the price of the metal, we are threatened, through 
the New Deal policy, with a still further advance up to 
$1.29 an ounce, it will be understood why we have called 
upon the jewelers of the country for their cooperation in 
presenting our problems to Washington. 

“Tt is true that within the past several months there has 
been a halt to the futile race between the Government 
and speculative holders of silver, and it is probably fair 
to assume that the protests from China—from India— 
and the protests of the silverware manufacturers and other 
commercial users of silver, have had some effect in bring- 
ing about these saner and more wholesome conditions. 
However, we must not lose sight of the fact that the 
legislation which places in the hands of the Administration 
the power and authority to increase the price of silver at 
its will, whim or fancy to $1.29 per ounce still remains 
on the statute books. I stress that point at this time for 
the purpose of warning against our letting ourselves fall 
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into a feeling of false security, and for the added purpose 
of emphasizing the importance of every jeweler in the 
country responding with his active cooperation at such 
time in the future as we may find it necessary to call upon 
you to record your protests to Washington. 

“While the current prices of finished silverware are 
well within the reasonable limits of the current purchas- 
ing power of the people, there can be no doubt but that, 
if silver were to advance to $1.29 an ounce, the prices of 
silverware would have to advance to a level which would 
restrict its market very materially. 

“Silver itself has always been regarded as one of the 
semi-luxuries, and yet the significant point is that, through 
our work as individual silversmiths, through our constant 
promotional work in a cooperative way, through the 
Guild, we did establish a definite acceptance—a definite 
field for sterling silver as the ideal product with which to 
make knives, forks, spoons, tea sets, trays, and the like. 
Now the important point that must be stressed is that the 
sterling silverware business was built up on a basis of a 
relatively stable price for silver bullion—a price around 
60 cents per ounce. 

“With the exception of a very few years, silver bullion 
has always sold within a very limited range of fluctuation. 
The normal and average price over many, many years has 
been in the neighborhood of 60 cents an ounce. Now, 
when the Government by its arbitrary action advanced 
that price to 50 cents in nationalizing silver and then to 
64 cents, from 64 cents to 71 cents, and from 71 cents to 
77 cents, and seemed on the point of advancing it pro- 
gressively until it reached at least $1.29 an ounce—that 












MAKE THIS CHRISTMAS A 








GAIETY—Slender and lovely in contour, charm- 

ingly decorated. The garlanded shield is hand- 

engraved. Excellent in every detail of materials and 
construction. Price $45. 


fulness. 





‘Cfood Will to ou 


— DRESSER SILVER is an intimate gift. The person 
who chooses it for a friend, a sweetheart or a beloved 
relative expects it to be a beautiful thing of lifetime use- 


The customer depends on the jeweler for advice about 
the hidden quality of this dresser silver. There’s dynamite 
in selling a cheaply-made service, which proves a disap- 
pointment later on. 

Garner good will from this year’s Christmas sales of 
dresser silver. Offer the six sets which have been specially 
selected by International Sterling for promotion. Prices 
range from $25 to $50 for the women’s sets; $10 and $15 
for the two men’s sets. 

The designs are truly fine—and of proven popularity. 
Every detail of materials, workmanship and manufacture 
is of the highest quality. These are sets which you can sell 
with pride, and with confidence in the enduring satisfaction 
they will give. 























SEASON 










APRIL—A gracefully decorated design... its de- 
tails borrowed from brocaded satin and needle-point 
lace. The silver is of a good weight. Bristles, mirror 


and comb of splendid quality. Price $50. 









forward tailored design. Sturdily made .. . stiff black 
boar bristles. In black Morocco grain sheepskin case—$15. 


OFFERED FREE-—a special folder for direct mail and store use 


CAVALIER—Milit brushe d b in siraicht- on these six sterling dresser sets. Send for sample folders. Write 
tag nae International Silver Company, Sterling Silver Division, Walling- 
ford, Conn. 














INTERNATIONAL STERLING 
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constituted a real threat to the sterling silver industry as 
well as to many other industries using silver commercially. 
It constituted by the same token a very real threat to the 
well-being and prosperity of the jewelers, since we know 
the silver department in recent years has been the main- 
stay of many of our better jewelers. With that threat to 
our welfare, in fact, to our very existence, it was but 
natural that we should bestir ourselves, as an industry, to 
see what we could do in an effort to persuade Washington 
to modify its policy and restore some degree of stabiliza- 
tion to the price of silver bullion. It is in that task that 
we silversmiths have been engaged most actively for the 
past eight months or more, and I thought it would be 
timely today to attempt to outline some of the facts. 

“It is the thing that people speak of as the ‘silver ques- 
tion’ which gives rise to the vast amount of publicity that 
is constantly being given to silver. Certainly since the 
first campaign of William Jennings Bryan, and even be- 
fore that, and that is a long time, this country has heard 
and read hundreds of speeches and thousands of articles 
and editorials about the ‘silver question.’ Actually it 
dates a good deal further back than that. In fact it came 
up for some discussion in the Continental Congress. 

“I sometimes wonder do we all of us understand just 
what this ‘silver question’ is. Let us see if we can sim- 
plify the matter a little bit today. There has been so 
much written about it, so much debate about it, so much 
thundered in the halls of Congress about it, over a long 
span of years, that it is not surprising that there should 
be a good deal of confusion of thought regarding its real 
basic character and the factors it involves. Subconsciously 
we fall into the habit of thinking that any subject that 
could possibly be the theme of so much endless discussion 
and wrangling must be a very complicated subject. Ac- 
tually it is not complicated at all, and it is my conviction 
that if we could clear away the mistaken idea that it is a 
complicated subject we would go a long way toward 
bringing a halt to many of the half-baked plans that are 
advanced by our politicians with dreary regularity. 

“Let us see if we can simplify it. What is the ‘silver 
question’? When people speak of the silver question, they 
really mean the problems that confront us as a nation 
which result from the studied and determined effort on 
the part of self-seekers to make of silver something that 
it ‘ain’t.’ These problems that flow from that effort are 
of two kinds. On the one hand they are economic, and 
on the other hand they are political. 

“It might be said here that the problem is actually 
economic only in a very limited degree, and the one eco- 
nomic theory upon which higher prices for silver have 
been based is entirely fallacious. If silver production were 
a major industry in the United States, the type of eco- 
nomic thinking which at present visualizes prosperity as 
a result of spending other people’s money to aid the wheat 
farmer, the cotton farmer, and hog raisers and others, 
might include silver under that type of economic acro- 
batics which aim at pulling oneself out of the depression 
by lifting on one’s own bootstraps. But here silver is 
largely a by-product. In this country, in the neighborhood 
of 80 per cent of our total production comes to us not 
from silver mines as such, but as a by-product in the 
process of producing copper, lead, and kindred metals. 
In the second place, the total production of silver through- 
out the world during the course of the year runs gener- 
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ally in the neighborhood of 200,000,000 ounces annually, 
and a relatively small part of that total is absorbed or 
consumed in commercial processes. Part of each year’s 
production is absorbed by the various nations for mone- 
tary purposes, part is used commercially as we have seen, 
and the balance finds its way into India and China, where, 
used as ornaments and hoarded away, it represents the 
people’s savings. 

“TI have not attempted to give any detailed picture, or 
to trace with any nice detail the actual disposal of the 
world’s yearly production of silver, but I think I have 
said enough to indicate the principal factors -in the con- 
sumption of silver. The nations of the world, for a good 
many years now, have been gradually getting away from 
the minting of silver coins, and that all results in adding 
to the supply available for commercial use on the one 
hand, and for adding to the hoarded savings of India and 
China on the other. To put it another way, it is difficult, 
if not impossible, to control production of silver in rela- 
tion to demand, while on the demand side we have had a 
very marked falling off of interest among the nations in 
silver coins, and that gap that has been cut in what was 
formerly the normal demand has been hard to fill in. 

“Now if all that I have just finished saying about silver 
I had said about some other commodity, you would simply 
reply, ‘Well, that is a mere economic problem,’ and you 
would be quite correct. You would say that ‘the law of 
supply and demand will take its course, and the market 
price of the commodity will fall as the uses for it diminish, 
or as the supply available for its logical and legitimate 
uses increases,’ and in that you would be correct. The 
trouble is, with respect to silver, that it has another com- 
pletely distinct set of problems, and these are political. 

“Now it is especially important to keep in mind that 
the one economic basis urged for the establishment of high 
silver prices was the fantastic one of raising the purchas- 
ing power of the Orient and thus helping our prosperity 
by the increased buying of the East. It does not take very 
much serious thinking to show that rising silver prices 
will produce just the opposite results. China itself, for 
instance, produces no silver. It absorbs it as a provision 
for a rainy day and in exchange for its crops and other 
exportable goods. The higher the price of silver, the 
greater the amount of crops and other articles it must 
exchange for the same amount of silver. As silver prices 
rise, the prices of all other Chinese. commodities fall and 
fall ruinously. This is no mere theory—it is the fact, and 
explains the depression which has hit China because of 
our New Deal silver policy. An examination of Chinese 
and Indian trade shows quite naturally that it has been 
most favorable to them in periods of low silver prices, and 
most unfavorable when silver is high. 

“Silver is not only a commodity subject to the normal 
run of factors involved in supply and demand, but man 
has given to it arbitrarily another characteristic. Man 
has made of silver a ‘standard of value.’ As a standard 
of value it is of most basic importance to those nations 
using it as a standard that its own value shall be rela- 
tively stable. 

“In more normal years the United States has been 
producing approximately one-fourth of the total world 
production of silver. Taking the normal world produc- 

(Please turn to page 103) 





Lae eliaderiaslante 


Bitstream acomurtavesue 
| by Watson 


Long recognized as the leading creator of fine Hollowware in Solid 

Sterling, The Watson Company now enjoys corresponding pre- 

eminence in its production of Sterling Silver Flatware. 

The seventeen modern patterns shown achieve both the unusual 

Bor ismerremelrelemea:rte (acceliermelmn. # elem tem Mar beatae me eccentric 

for every retail need. 

Watson Flatware, extensively advertised in leading fashion and 
s women’s magazines, is supplemented with complete sets of match- 
| Jing Hollowware. 


THE WATSON COMPANY 


iz? WATSON PARK, ATTLEBORO, MASSACHUSETTS 
»>NEW YORK CHICAGO LOS ANGELES 
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Report of AN.RJA. Silver Committee 


Prepared by Frank A. Heitkemper, Chairman, and Read by 


Wilson A. Streeter Before Recent Convention 





te report of the 


National Silver Committee of the American National 
Retail Jewelers’ Association prepared by Frank A. Heit- 
kemper, Portland, Ore., and read by Wilson A. Streeter 
at the 30th annual convention, at the Waldorf-Astoria 
Hotel, New York, the week of August 26, is published 
herewith in full as follows: 

“The silver committee has grown to be one of the 
important committees of our national organization, and 
while it is unfortunate that there was no opportunity for 
a meeting of the entire committee, we have been able by 
éorrespondence with the members of the committee to 
Sbtain a cross-section of information and the crystalliza- 
tion of the views of many jewelers on this committee. 

“We beg leave to submit the following recommenda- 
tions as a report of the Silver Committee and we ask the 
sincere consideration of the delegates and members who 
will attend*the national convention of our findings. 


Advance of the Price of Silver Metal 


“We respectfully ask the endorsement by the conven- 
tion of the legislation initiated in the Senate by Senator 
Walsh of Massachusetts and in the House by Congress- 
man Martin of Massachusetts, which legislation would 
permit the Secretary of the Treasury to sell to the silver 
industry sufficient silver in an amount averaged on the 
number of ounces used during the preceding three years 
at a price of about 60 cents per ounce. This legislation, 
if passed, will save the situation and will keep the cost of 
silverware at about present prices. 

“If something of this kind is not done and if the price 
of silver should advance to $1.29 per ounce, the silver- 
ware business will be greatly hurt, if not ruined, and 
thousands of workers in the silver manufacturing industry 
will be thrown out of employment, as well as thousands 
of employees in the retail jewelry stores who distribute 
this class of merchandise. 

“During the past few years the volume of sales in 
diamonds, watches and jewelry has fallen off so greatly 
and all of us have had the experience that one commodity 
in which we are dealing—silver—has maintained to a 
great degree a better turnover. 

“All of us have received many letters and circulars 
from silverware manufacturers advising us of the situa- 
tion and we, as well as our help, have been requested to 
take up this matter with our Senators and Congressmen 
to acquaint them with the situation and to point out to 
them the great damage and loss that will be caused by the 
great increase in the price of this metal. 

“This committee would ask that every retail jeweler 
and all of his employees write to their Senators and Con- 
gressmen to point out the danger of unemployment and 
to urge the enactment of the legislation such as has been 
initiated by Senator Walsh and Congressman Martin of 
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the State of Massachusetts. We believe that if this action 
is followed out, our requests will be given favorable con- 
sideration and we shall have fair treatment in this matter. 


Limitation of New Patterns 


“We are again recommending to the convention that 
action be taken in an effort to induce silverware manu- 
facturers to limit the production of so many new patterns, 
some of which have no special artistic merit or sales appeal 
and which usually hurt the sale of good standard patterns. 
This results in a much larger investment and slower turn- 
over, ties up the jeweler’s capital and in this way reduces 
greatly the net profit in the sale of silver to the disadvan- 
tage of both the manufacturer and the distributor. 

“We heartily approve the action of our National Presi- 
dent in appointing a committee of jewelers and the ar- 
rangement of a conference of this committee with the 
various manufacturers, and we hope good results may 
come of this conference and that some agreement ‘or un- 
derstanding may be had to limit the production of new 
patterns. 

Mark-up on Sterling Silver 


“In correspondence with jewelers in all sections of the 
United States we find that the majority are of the opinion 
that the present mark-up on sterling is not sufficient to 
secure an adequate net profit. The margin is just a little 
too small. The selling of sterling silver requires the best 
and highest paid class of help. The service our customers 
expect is quite expensive; bags, rolls, gift packages, en- 
graving, delivery costs and exchange privileges add greatly 
to the expense. Considerable investment is required 
to carry a sufficient stock of the many patterns, some of 
which move very slowly, and with the present mark-up 
most jewelers are not earning a net profit. A better mark- 
up would result in a greater volume of business, as with a 
better mark-up we could afford to advertise silver mer- 
chandise to a greater extent and we would be in a position 
to give cheerfully and freely the service attached to the 
sale of this class of merchandise. We should also take 
into consideration that with the most of us when an im- 
portant sale is made in silverware, in the majority of cases 
it is sold on credit and the suggestion of a carrying charge 
invariably spoils the sale. A better mark-up would enable 
us to carry these accounts. 

“A few years ago several manufacturers gave a better 
mark-up and it worked out very satisfactorily and in most 
cases resulted in a greater volume of business, and we 
regret very much that these factories made the change 
back to the old mark-up. 


Cooperation We Should Receive from Silver Manufacturers 
“Most of us have received splendid cooperation from 
the majority of the factories in their confining their lines 
(Please turn to page 85) 





IN TREASURE SOLID SILVER 


STERLING 9285/1000 FINE 


ROGERS, LUNT & BOWLEN take pride in pre- 
senting their newest creation in Sterling Silver Tableware— 
ReraGewncy. Itisa truly remarkable piece of craftsmanship. 
Indeed, it is the hand-craft quality about R ra EN c y that 
gives it special charm and distinction. The hand-craft ‘‘feel’’ 
is there!—in the broad, solid shank of plain metal .. . in the 


ornamentation, done in a manner bold and crisp. The finish 


has a luxurious depth of color—rich and mellow, like old hand- 


made silver. It is just the type of pattern which will be wel- 


comed by the most exclusive shops. 


ROGERS, LUNT & BOWLEN CO. 
Silversmiths - GREENFIELD, MASS. 
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W 
IMPROVING 


CREDIT JEWELRY 
STANDARDS 


W 


Abstract of an Address by 
William Gibson, President 
National Association 


of Credit Jewelers 


l; you trace the history 
of most cash jewelers back far enough, you will find that 
they started in a very small way and almost invariably as 
mechanics at the bench. They worked hard and saved 
their money and bought a little stock. Now I know what 
most of you fellows think of the average cash jeweler— 
that he is a poor merchandiser and a worse advertiser, 
but that isn’t the whole picture. There is more to it than 
that. He built a reputation for honor and honesty in 
merchandising that has never been surpassed in any other 
line and I only wish that the credit jewelers had more 
of it. 

My observation and experience, from my contacts with 
credit jewelers, leads me to believe that a great many of 
them have been trying to buy and sell on the principle of 
price. If someone offers them something for ten dollars, 
they scheme around to see how they can buy it for seven 
dollars and ninety-nine cents. I know plenty of the old- 
fashioned jewelers who would try to scheme around to 
buy it for fifteen dollars in order to get it made finer, 
in order to get a more beautiful piece of jewelry. After 
all, everyone is not after the cheapest thing you can make 
up for them. 

These old-time jewelers about whom I started to tell 
you, started in at the bench, worked hard and saved a 
little money. ‘They put in a showcase full of jewelry, 
from time to time increasing and adding to their stock 
and fixtures but always with one aim and ambition in 
mind—to some day own the finest jewelry store in town. 
This seemed to be an obsession with the old-time cash 
jeweler and I am free to admit that I don’t think very 
many of them ever figured whether the investment would 
pay six per cent or not. 

But one day, when they stood within the four walls of 
the house which was the culmination of their life’s ambi- 
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tion and looked around at their beautiful new store, at 
their stock and fixtures, the lighting, all so harmoniously 
and quietly gathered together, it is no wonder that their 
hearts swelled with pride. I tell you from experience, I 
know they have gone through hell to get there. It has 
probably taken them half a lifetime to acquire that store. 

As that jeweler looks around at the stock and his store, 
he can no more prostitute that store than he can fly to 
the moon! It just isn’t in him at all. His very life’s 
blood flows through its veins. 

Down through the ages the public has been taught that 
a fine jewelry store is a safe place to trade. I know many 
of these fine old cash jewelers throughout the country. 
I have mixed with them for years and years at their con- 
ventions. I know the reputations of many more, and I 
say to you that to their everlasting glory and honor I have 
never known an old-fashioned cash jeweler who was a 
“gypper.” 

Note the contrast between that and our own credit 
jewelry situation. The trouble is that most of these credit 
jewelers have started since the War, the bulk of them in 
the ’20’s. They came from every other line—clothing, 
furniture, pawnshops. Not that there is anything wrong 
with these other lines, but they do not provide the proper 
training for a real jeweler. I don’t see how one of these 
fellows can intelligently buy fine jewelry without having 
some sort of training for it. 

Any sort of mechanic, no matter if he only hammers a 
a lath on a ceiling or puts plaster on a wall, has to go 
through an apprenticeship. But somehow, in business, 
whether the credit business or not, men think they can 
just get together a little money and go into the business— 
that they can learn it in just a few minutes. 

If you just look at the difference between the old-time 

(Please turn to page 84) 
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IT OFFERS MRS. CONSUMER 
AN ALMOST UNBELIEVABLE 
SILVER VALUE! 





‘““ULTRA”’ or 
‘*NINE FLOWER’”’ 


NEWEST PATTERNS OF 
WALLACE SILVERPLATE 


Regular Open Stock Value 


38-Piece Set ......- + + « « $49.00 
Presentation Case . . ts. a 
Matching Steak Set of Sterling ‘Silver - 10.00 

Total Value ..-« + 6 © © «© © GOO 


SPECIAL 


Holiday Gift Sale 


$42.00 


This is more than just a gift campaign. It is an entirely.new and novel idea in silverplate mer- 
chandising ... an opportunity for your customers to purchase a 38-piece set in the two leading 
patterns of Silver Shod Plate at bargain prices and, receive free, a handsome presentation chest 
and a GENUINE SOLID SILVER BIRD OR STEAK CARVING SET, WITH 


GUARDS, to match the pattern they select. 
What a gift! What a value! Why, the value of the 38-piece set alone is greater than the price 
of the entire gift offer. 


AN D—right at the beginning of the gift season Wallace is telling your customers about this 
great offer in a nation-wide advertising campaign in leading home magazines. Here is the ad 


which will bring them to your store. 





Write for details. 


R. WALLACE & SONS MFG. CO. 
WALLINGFORD, CONNECTICUT 
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Trade Marks and Qualities 


(From page 69) 


proper legislation on this matter, legislation that is fair | 


not only to the retailer but also to the jobber, the manu- 
facturer and by all means to the public, our customers. 


One recommendation, with quite some merit, was of- 


fered to the committee by a retail jeweler. His recom- | 


mendation was that the A.N.R.J.A. adopt and copyright 
a proper trade-mark and have all merchandise sold in a 


jewelry store stamped with this particular mark. It is a | 


question in the mind of your chairman as to whether 
this would be practical, but let’s hear what replies we 
received on this question. One of our mid-West material 
jobbers has been sporsoring a jewelry trade-mark to be 


placed upon jewelry store jewelry. He wrote that several | 
years ago when he first proposed this idea, several thou- | 


sand jewelers responded and endorsed the idea. He has 
interested a number of manufacturers to stamp their 


merchandise with his special jewelers’ mark, and he is | 
certain that if the A.N.R.J.A. would adopt a stamp | 


many more manufacturers would fall in line. 


An official of one of our watch factories has expressed 
himself as favorably inclined to the plan. On the other 
hand, a silver manufacturer was in doubt of the practi- 


cability of the idea and also questioned as to whether it | 


would be advisable for the silver manufacturers enter- 
taining such a plan. 


Another question the committee was confronted with | 


was the advisability of legally continuing the stamping of 
the quality of a watch case on the outside of the case. 


A representative of a manufacturer stated that they | 


were in doubt of the value and advisability of this stamp- 
ing when first adopted, but that now they were sold on 
it 100 per cent and the only objection that they received 
was from the chiselers. On the other hand, a large watch 
house does not think that it is the proper place to put a 
quality stamp. 

The committee recommends the appointment, at this 
convention, of a committee (chairman of this committee 
to be located in the east), and that this committee shall 
meet with the several branches of the trade to study the 


subject of trade-marks and qualities and to frame a proper | 


trade-mark and quality law. This law to cover gold, 
silver and platinum as to their proper stamping and its 
several qualities. This committee to draw up a law and 
introduce it in the next session of Congress. 


We recommend the continuance of stamping the quality | 


and trade-mark on the outside of all watch cases. 


We recommend that serious study be given toward the 
adoption of a special trade-mark to be owned by the 


A.N.R.J.A. and that this mark be used on merchandise | 


sold in jewelry stores exclusively. In connection with this 
is the advisability of using this same mark on boxes and 
containers used by jewelers. The use of this mark on 


boxes and containers to be used by association members | 


only. 

We recommend that the A.N.R.J.A. prevail upon all 
manufacturers to trade-mark and quality stamp all mer- 
chandise sold to retail jewelers, and we most urgently 
plead with every retail jeweler to buy only merchandise 
so stamped if at all possible... . 
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ONE OF THESE SETS IN 
SOLID SILVER 


To celebrate our 100th An- 
niversary we shall present a 
two-piece steak or bird carv- 
ing set with sterling (solid) 
silver handles to match the Ultra 
or Nine Flower patterns in fine 
silver shod plate..... with 
each complete 38-piece set 
Sea which, too, has been 
priced especially low for this 
occasion. If purchased sep- 
arately the various flatwore 
pieces are priced at $49.00. 
The sterling carving set is 
valued at $10.00..... and 
we shall include a valuable 
chest. This entire Anniversary 
Special has a regular value of 
$62.00 and is priced for a 


limited time ..... at only 
$42.00. This is- wonderful 
value..... a real holiday gift! 


WALLACE SILVERSMITHS 
WALLINGFORD, CONNECTICUT 


SOLID SILVER $HODAT POINT OF WEAR 
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, C ffeclive MARCH FIRST, the corporate 


name of Oneida Community, Limited, 





was changed to 


ONEIDA LTD. 


There has been no change in the character, 







management or ownership of the company. 






Our better known marks are listed on the 


opposite page. 


We earnestly ask the trade’s cooperation in 





preventing confusion between these marks. 


We require that all our merchandise be sold 





under its proper brand name. 
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As advertised in 
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BY DIRECT 
MAIL 


Abstract from an address be- 
fore the N.A.C.}. Convention in 
Chicago 








by 
HOMER J. BUCKLEY 


Phos is no retail business 
large or small, which cannot profitably use direct mail 
regularly every week to produce actual sales, and no retail 
business can make the most of its sales opportunities with- 
out direct mail. 

Retail jewelry stores, and this includes credit jewelers, 
are alive with possibilities to use direct mail. Put to work 
under intelligent, experienced direction, direct mai] will 
accomplish tangible results per dollar invested far beyond 
the best average of any other selling medium. 

The path is open to every jeweler. Charted courses 
guide the way. Fixed principles have been established by 
which you can proceed wisely, effectively and without 
risk. You can exploit new goods, build up weak depart- 
ments, keep before your customers regularly, place your 
sales message before selected groups of buyers, conduct 
timely follow-ups and secure increased sales. . . 

While I give full credit to the value of other estab- 
lished circulating advertising media, I submit these facts 
for your consideration: Direct advertising reaches (or 
should, if it is intelligently planned) only logical buyers 
—customers and selected prospects. Waste circulation 
and random firing are completely eliminated. Costs and 
results and their relation are determined with clear-cut 
exactness. Not a penny need be spent on sterile ground. 
With direct mail advertising you can completely control 
your advertising performance. 

Right here I would like to emphasize that direct mail 
is not, and should not be, in competition with newspapers 
or other advertising media. 

Newspaper advertising is mass selling—broadcasting to 
the entire community. Direct advertising is selective—to 
carefully hand-picked groups of customers or prospective 
customers, who are logical buyers of the particular type, 
price and quality of merchandise offered. 

Direct advertising should never be used to supplant or 
take the place of newspaper advertising. Whenever it is 
tried it fails. 
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What amount of the jeweler’s advertising budget 
should be allocated for direct mail or what amount for 
newspapers depends on the location, type and size of the 
retail store. 

Stores located in downtown central buying districts 
should allocate 60 to 80 per cent of the advertising 
budget in newspapers and 20 to 40 per cent in direct 
mail sales promotion. Retail stores in neighborhood and 
community locations on a 50-50 basis. 

There will be variation in the latter group, of course, 
depending on the particular type of store and unusual 
conditions that may exist, especially where the store has 
only a weekly newspaper to depend on for general adver- 
tising. To be specific, here’s how you jewelers can use 
direct advertising in your business profitably: 

1. To build up more sales from your present cus- 
tomers through frequent, timely offerings of 
merchandise. 

2. To overcome the high mortality among your old 
customers, who drift away through neglect or 
lack of acknowledgment that their business is 
appreciated. 

3. To prevent competition inroads on the regular 
customers of your store, who are induced to buy 
elsewhere because of convenience or solicitation of 
others. 

+. To promote sales of merchandise in departments 
which customers do not ordinarily buy from, be- 
cause of habit, custom or tradition in buying at 
other stores. 

5. To give your regular customers advance notice of 
merchandise events. 

6. To promote the sales of special or regular mer- 
chandise for all members of the family. 

7. To develop new charge accounts among prospects 
not now buying at your store. 

(Please turn to page 141) 














THE PENCIL EVERYONE 
IS TALKING ABOUT 


.. . changes color right in your 
hand... sells on sight! 





Put NORMA in your window and 
watch the people come into your store. 
Display NORMA on a counter, inside, 
and ‘see how many of your customers 


a. pick it up and want to know how it 
GREEN works. Demonstrate NORMA and 
you'll find that this remarkable 4-in-1 
pencil really sells itself. CASH IN on 
our nation-wide Advertising Campaign 
selling NORMA to your customers as 
“the perfect gift.” Order NORMA 
now in time for the Christmas gift 
business. Good profits to both Dealers 
and Jobbers. 


SILNI (Silver Nickel). $3.50 
ROLLED GOLD PLATE 5.00 


STERLING SILVER ... $8.50 
14K GOLD FILLED.... 12.00 


SOLD BY such leading stores as: Tiffany, Abercrombie & 
Fitch, J. A. Henckels, Inc., Parker & Battersby, Lewis & 
Conger, Hammacher Schlemmer & Co., E. B. Meyrowitz, 
Brentano’s, Brooks Bros., R. H. Macy, Lord & Taylor, Mar- 
shall Field, John Wanamaker, R. H. White Company, Wood- 
ward & Lothrop, and many other prominent Jewelry, Sta- 
tionery and Department Stores. 


Western Representative 


FRED L. LEE & COMPANY 
704 Market St. 


NORMA PENCIL CORP. 


150 Broadway, New York 


San Francisco, Calif. 











Improving Credit Jewelry Standards 

(From page 77) 
jeweler and the credit jeweler’s stock, anyone with a little 
knowledge will see a vast difference. The credit jeweler’s 
stock is built up largely of diamonds and watches and 
enough other merchandise to make the place look like a 
jewelry store. I am free to admit that the old-time cash 
jeweler had a great many century plants he never sold, 
but he had a lot of fine jewelry that we have never car- 
ried in this business. 

If I can do anything for this jewelry industry at all, it 
would be to raise the reputation of the credit jewelers to 
a higher level. 

If you want to buy a piece of furniture for cash in 


’ Chicago, there isn’t a cash furniture store in all Chicago. 


You have to go to an instalment house to buy it. Our 
very finest stores like Marshall Field’s, Carson’s, Man- 
del’s and single line houses like Revell’s, Colby’s, Scholle’s, 
Richardson’s all sell nine-tenths of their merchandise on 


‘time, yet the best people in town go into those places and 


buy furniture for cash. 

But you can’t get them to buy the finest jewelry in the 
instalment business. The reason is that we haven’t sold 
enough fine goods and we haven’t had a reputation like 
these old cash fellows. 

I don’t want you men to think that I am trying to 
high-hat you or give you any holier-than-thou talk. But 
I know why you are losing business. I have been in the 
game 45 years. In the average instalment business there 
is no intelligent, satisfactory trading at all. People who 
like to buy nice pieces of jewelry for cash don’t like credit 
stores. We have some cash customers, of course, but we 
are losing a lot of business by not catering to a little 
higher class than the ordinary working man. 

Another reason why we are losing business is our lack 
of advertising. I presume 75 or 85 per cent of the ordi- 
nary man’s income is used up in purchasing the necessities 
of life. That leaves 15 or 25 per cent left over to spend 
for all other things, including jewelry. If you look around 
you today, you see the fellows selling refrigerators, radios, 
washing machines, household utensils, even houses them- 
selves, insurance and a hundred other things, doing a 
marvelous job of advertising. There isn’t a doubt in the 
world that a better line of advertising would bring lots 
better business to the jewelers. 

So don’t worry about the other jewelers around you; 
unfortunately they are not after the business. The people 
who are after the business are the men selling all these 
other items. 

People have just so much money to spend. If you don’t 
go after it with advertising, you are not going to get it. 

I think that we spend a great deal too much time get- 
ting new customers rather than working with some of our 
old ones. I believe every credit jeweler or any merchant 
should work his mailing list quite often, even the paid-up 
accounts. 

I would suggest that you buy what you need now. I 
tell you, you are going to have trouble this Christmas in 
getting standard merchandise. I know several lines out 
here that will have hard work delivering what they are 
going to sell here. So, no matter where you buy your 
merchandise, get it in. 
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Report of the Silverware Committee 
(From page 75) 


to jewelers and the better-class stores and they have kept 
away from the price cutters and have refused to fill orders 
except from those jewelers who are carrying a stock of 
silver patterns and merchandise. This action we have 
appreciated, and to be free from the chiseling competition 
of mail order houses and upstairs stores has strengthened 
our position as one-price firms. It has made easier the 
maintenance of fair prices and has served to do away with 
the giving of secret discounts and other unfair practices 
to meet underhand competition. Fair and maintained 
prices insure that our customers have full confidence in 
us, and when this confidence is established in our relations 
with those we serve, selling is much easier and we are 
seldom asked to deviate from the prices marked on our 
goods. We hope that this suggestion will be considered 
at the proposed conference and the manufacturers shown 
that they could help greatly in this matter. All of them 
should refuse to sell their merchandise to any dealer who 
does not carry in stock a sufficient amount of silver to 
insure his being a legitimate dealer, and also to refuse to 
sell silver, send samples and quotations or make delivery 
to any one outside a regular retail jeweler. We wouid 
also suggest that in case no agreement be reached in this 


conference as to a higher mark-up at this time that if. 


there be a reduction in the price of silver bullion which 
would permit a reduction in the price of silver to the 
consumer that a further discount be given to the distrib- 
utor instead of the list price being reduced. 

“The interests of the manufacturer and the distributor 
are entirely alike. If the retailer must do business at a 
loss, the manufacturer cannot profit. We believe now is 
the opportune time for manufacturers and the conference 
committee to sit around a table and to talk this matter 
over, and I am sure that from a frank and open discussion 
the results will make things easier for all concerned. 


Promotion Sales of Silver-Plated Flatware 

“Something should be done in the matter of the half 
price and sundry promotion sales so frequent last year by 
some silver-plated flatware lines. The result has been 
very disastrous to those retailers who have investments in 
this class of merchandise and has added greatly to the 
confusion and disturbance to the orderly marketing of 
silver-plated flatware, and, so far as we can observe, the 
net result has been to throw this business to other chan- 
nels than the legitimate retail jeweler. It also destroys 
the consumer’s confidence in the correct value of good 
plated flatware. These promotion sales have a most dam- 
aging effect on the plated flatware business, and an effort 
should be made to present this matter to those manufac- 
turers who are carrying on these business-destroying 
tactics. 


Manufacturers Charging a Profit on Mail and Insurance Charges 


“Several jewelers have called the attention of this com- 
mittee to the practice of certain manufacturers charging 
more than the actual cost of postage and insurance. This 
is perhaps a small matter, but it should be taken up in 
this conference, as we do not deem it a fair practice to 
charge more than the actual cost of postage and insurance. 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for October, 1935 











Make this Test 


AND YOU'LL STOP POLISHING SILVER 


Order 3 jars of Silver Sentry. Place them in one of your best 
show cases along with silver that has just been polished. 
Then note what happens. 


Day after day, week after week, the silver remains bright and 
shiny—looking its most salable every minute—and without 
the slightest attention on your part. One jeweler writes: 
“With your Silver Sentry our silver has now passed 2 months 
without the slightest discoloration.” Another: “Kindly send 
me one dozen Silver Sentry. The samples purchased in 
January have proven MOST satisfactory.” gall another: 
“We have tried your Silver Sentry in our display case and 
found it VERY satisfactory.” 


Silver Sentry is NOT a polish, NOT a lacquer —_ is NOT 
applied to silver. It is an odorless compound that absorbs 
the tarnish-causing gases of the air, and thus PREVENTS 
tarnish—PROTECTS your silverware. 


A single jar works effectively for at least 3 months or more 
in the average silver chest or drawer area of 5 x 2 x 2, and 
costs only 50c. For the average showcase or display shelves, 
3 jars are recommended. Send for the 3 jars today and make 
this test. You'll soon discover why thousands of jewelers and 


leading silverware departments all over the country have 
taken to this product so quickly (over a thousand this past 
month). 

Now carried by all leading jobbers. 
from us giving your jobber’s name. 


Order from them or 











Columbia Refining Co., Long Island City, N. Y., Dept. C-10 


Send me 3 jars of Silver Sentry. 
Sentry, less regular trade 


Ol make your test. 


OC) Please semd MO ..cccccccsce doz. of Silver 
discount and bill me through my jobber. 
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WILL DOUBLE YOUR SALES SCORE OF CHASE CHROMIUM 





1 To catch the eyes and pocket- 
books of “After-the-Game” 


Hostesses 


The Idea: To cash in on the No. 1 Public In- 
. . football and football 
parties. The Plan: Arrange an “After-the- 


terest in autumn . 


Game” party table with modern Chase Chro- 
mium, as illustrated. The Score: Sales Resis- 
tance, 0; Profits, $$$$$$$$$. 





CHASE 





RATER THE Gaye 





4 ; 


Entertain brilliantly 
and easily with 






2 Solve the guest’s problem—and Double 
your sales with this table of “Thank-You” gifts 


A hostess can’t hint, but you can. Here’s how: Display inexpensive gifts 
of sparkling Chase Chromium, with a card telling grateful guests 
what to do about it. The guests will thank you. So will the hostesses. 
And you’ll sell more Chase Chromium. 





CHASE BRASS & COPPER CO. © Incorporated * Specialty Sales Division 
Chase Tower « 10 East 40th Street « New York 
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THE DEVELOPMENT PPG 


OF POCKET-BOOKS 


MRS. E. H. COLE 


When Neolithic man, 


roaming the untouched forests and fields, found a frag- 
ment of colored stone which delighted his fancy, or a new 
fruit the taste of which he liked, he naturally needed 
some means of carrying these to his retreat, and we may 
quite safely conjecture that the pocket-book preceded the 
pocket. 

Leaves were too fragile to keep his treasure safe from 
wind and rain, while fur became matted, but the skin of 
the animal was found comparatively weatherproof and 
quite satisfactory, although after some usage it became 
dry, hard and brittle, eventually cracking into decay. 
Various oils were rubbed upon it, and a crude sort of 
preservative tanning came about. 

The old word “purse,” or Latin “bursa,” meaning 
hide or skin, was originally applied to a small bag for 
holding valuables, usually a crude leather pouch tied at 
the mouth. This has since grown into the proportions of 
a trunk, and in other instances shrunk to the infinitesimal 
size of a key container. 

A variety of finishes were obtainable, in every- color of 
the spectrum, and modern devices and adaptations of 
every hide make possible innumerable shapes, textures and 
grainings. 

From the old-fashioned reticule to the latest designs:in 
pocket-books is a far cry, and from the wallet to the 
brush-like purse worn with kilties by the Scotchman. So 
also, is it from the old-time absolute monarchy of one or 
two varieties of skins to the present menagerie-like in- 
terior of a leather shop, where animal hides from every 
land are requisitioned for making chic, compact little 
carry-alls and bags for the damsels of the world. Hunters 
in far fields search out every variety of skin from the 
small frog of central lands to the goats and sheep of 
northern stretches and the long-necked ostrich of the sub- 
tropics, ranging again through the seas in a race for 
shark, porpoise, seal and whale. 

Not always has leather maintained an autocratic monop- 
oly, however. Such things as opera bags, small card cases 
and other offshoots of the pocketbook have been devel- 
oped in satin, velvet, brocades and beaded silks of incom- 
parable luxury. The seasons have each claimed a special 
fabric as their own, and for summer there appear linens, 
crashes, raffia, straw, wooden beads and the lighter stuffs 
worked into unusual shapes, gayly colored to appropri- 
ately accompany the carefree attitude which vacation time 
brings. 

Those of leather still remain predominant, however, 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for October, 1935 


87 


by 





while with the current discoveries of new processes for 
finishing a greater variety than ever before is obtainable. 

In addition to the surface graining effects, and the un- 
believable range of colors available with the modern 
treatment. Nothing can ever quite displace the amazing 
colorings of beaded bags which seem to be coming back 
very strong this fall. 

For the dress pocket-book, new ideas are incessantly 
evolved, but the pouchette or extravagantly elaborated 
fabrics with colored beads seems to remain the desired 
cynosure of all eyes. In many countries abroad a straight 
silken rectangular bag with a simple draw-string called 
a pompadour is much used for evening wear, but this has 
gained no great acclaim in this country. The French are 
peerless in their work with bags of exquisitely fine design, 
either in elaborate silken fabrics worked with beads, kid- 
lined cases, or little pouches made entirely of infinitesimal 
beads, usually of steel or gold finish, or in a combination 
of pastel colors. 

Some of the leather specimens are gargantuan in size, 
especially the envelope type, which often is a veritable 
portfolio, capable of holding innumerable papers, while 
others reach the opposite and scarcely provide space for 
more than a ’kerchief, a bit of money and the ever-neces- 
sary powder case. 

In those pocket-books which are for masculine use, the 
main requisites and indispensable characteristics are that 
they be light in weight, not bulky, yet strong enough for 
durability, carefully lined, but not thick enough to ob- 
struct a pocket or protrude conspicuously. Formerly a 
finish in almost any shade of tan or plain black satisfied 
the otherwise finicky owner, but the subtle variations in 
tone possible with the new leathers have engaged the 
fancy of the masculine element of the buying public as 

(Please turn to page 91) 
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Cocktail Trays 947K 14 Coasters 412” 
$250 each $6.00 doz. 


oA 
600—Sail Boat : roe eer Ducks 
0) ee Bitte <- : Polo piecatnty: 
602—Polo — Thistle 
603—Thistle §Ajitane 
ay Airplane 
el Reva tigelitels §—Sea Horse 
605—Sea Horse Barley 
606—Barley —Pheasant 
607—Pheasant §$—Fantail Fish 
608—Fantail Fish sivhadste aku 
609—Butterfly Sail Fish 
612—Sail Fish es Bitte 
614—Tropical Fish 14—Tropical Fish 


Hand Wrot Aluminum by Wendell August 


Wendell August forge Show Rooms 
Grove City. Pa, New York -4516 RCA Bldg 
Los Angeles ’ 43/ b) Kenmore Ave 
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Adapting Imported Merchandise 


to American N 


LDemestically manufactured merchandise 
is very often preferred by the customer to the imported 
pieces. Other customers take the opposite stand and do 
not wish anything domestic, feeling that imported pieces 
give better value and are more artistic. This attitude of 
customers makes it necessary for jewelers with gift and 
art departments to buy carefully to please both, or in buy- 
ing imported merchandise see that the contentions of cus- 
tomers against imported pieces are met. 

Take for instance glassware. American manufacturers 
are today able to copy many of the old and imported pieces 
and give good color and workmanship. Yet abroad there 
are factories today still working on the old hand methods 
which turn out no two pieces alike. 

Some customers feel in getting a pair of any glass 
objects that they should be exactly alike. This can only 
be done by machinery. If the articles are hand blown they 

will be very similar but not exactly alike for no two 
things made by hand are ever perfectly alike. ‘The artistic 
customer will select the hand-made pieces and note with 
delight their proof of handworkmanship, while the less 
artistic customer will select the machine-made pieces which 
are pairs matching exactly. The artistic customer, too, 
will take the hand-made bow] that may have a slight im- 
perfection in its oval or round shape, while the other 
customer takes the machine-made perfect bowl. In cases 
like this the jeweler has to stock both hand- and machine- 
made pieces to satisfy. 

In the case of imported pieces which are not so service- 
able for American usage the jeweler will have to exercise 
discretion. To buy just imported pieces because they are 
imported will not make them sellers in the gift and art 
department. The jeweler will do well to study carefully 
the stocks of the different importers and learn which ones 
just import merchandise and which ones take the output 
of certain factories and advise them on American needs. 
He can thus select from factories producing for American 
consumption. As an example, there is an importer of 
glassware who takes the merchandise from a certain for- 
eign glass factory and sells it exclusively in the United 
States. This importer goes abroad several times a year 
to go over the new patterns which the factory will bring 
out during the next season and suggests changes for the 
American market. The importer will also go abroad with 
ideas of his own which he will take up with the drafting 
department of the factory and have executed in as near 
his original designs as is practicable from the standpoint 
of finances and factory equipment. 

The factory might be making a goblet with a stem hav- 
ing a ball-like shape at the center and the base. The price 
of manufacture plus the shipping and the duty will make 
this goblet high priced on the American market. The im- 
porter therefore goes to work with the drafting department 
and the cost department of the factory and they work out 
a change in the shape of the stem so that it will have only 
one ball-like shape in the center or at the base and then the 
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price meets the market in America and the goblet is per- 
haps more delicate and dainty and appealing. 

Bathroom bottles are in demand, and it is the importer 
who goes abroad and works with the factory that he rep- 
resents in America who is bringing back imported bath- 
room bottles. He took over some ideas which were worked 
out in the factory and now the American buying public 
may be appeased with imported glass bottles. 

He keeps on tiptoe with market conditions and trend, 
and then imparts this information to his foreign factory 
and this, together with his knowledge of what is appli- 
cable to American home usage and what is not, makes the 
merchandise in his showroom of much value to the jeweler. 
It also means that the jeweler may shop in that showroom 
without needing to have as much knowledge of glassware 
as he would have to have to make his selections in ‘the 
showrooms of the ordinary concern where the pieces are 
not supervised by Americans. 


[, chinaware some 
importers govern the style of service and covered dishes 
which make up the dinner sets, and also order the pieces 
which make up these sets, while other houses not in this 
position offer the merchandise as it is sent them from 
abroad. 

The little point of the adaptation of the imported mer- 
chandise to American usage and demands makes it more 
salable. 

In leather goods there is a great problem. Climatic 
conditions abroad and here are so entirely different that 
many humorous experiences have happened to importers. 
Some Italian leather boxes which had arrived in America 
were in bad condition. They had warped. The jeweler 
was frantic, and so was the importer, for it was not his 
fault. And the importer decided on his next trip to take 
back the worst box which he had in his showroom. He 
put it in his suitcase and went aboard ship. He arrived in 
Italy, the box still covered with its paper wrappings and 
after a long talk with his factory about endless correspon-~ 
dence he had had on the subject of warping he opened the 
package and found the box in perfect condition. The 
ocean trip had also undone the damage it had done in the 
beginning. 

More than one importer has had a similar experience. 
This is a condition of a few years ago. Today warping 
is not the problem it used to be and any goods which have 
been on display for a short time and are still in perfect con- 
dition will without doubt remain so as far as warpage is 
concerned. 

Many of these leather pieces, though, are not just the 
right size or shape and do not have as serviceable pockets 
(if they are folios or pocketbooks) as do those which are 
governed by the suggestions of the importer. 

The jeweler has to decide whether he is selecting an 
item: useful to his American customers, if he is not buying 

(Please turn to page 91) 











| Speaking of Desk Sets, 


PResENTS .... | 
ll || HERE ARE SOME 


BEAUTIES IN 
|| Genuine CATALIN 








Inquire about 
our complete 
line of 
CAT ALIN 
gift items. 





For those who desire completeness, a 5-piece set in Genuine 
CATALIN, with blotter pad and all, will prove attractive. 
(Boxed as a unit.) 


The novel Desk Companion above was designed to save 
time and desk space for the occasional letter writer. Both, 
of course, in a variety of pleasing colors. 


_ PLASTIK, INC. 
a 'A a. KE M EK THK R | 791 Tremont St. Boston, Mass. 


Bank . . Calendar . . Ornament—all in one! | Want Vi O v7 E 


An unusual and practical gift that supplies the 


perfect answer to your customer's “show me | 9 
something different!” GIFT BUSINESS? 

















. . Embodies rare beauty plus a two-fold utility, ial popular today. 
therefore it’s keyed for certain success! Adorn- | Evercraft's lovely gifts in non-tarnishing chrome are 
ing the radio or desk, its utilitarian purpose is | offered in a wide range of prices 
tfull k th full i : 
eae ne eee ery Some Get our illustrated folder. You will find many items 


exterior. 
that will sell to your present customers .. . that will 
Calemeter features an ingenious automatic calen- | attract new customers. 

dar whose date advances with the deposit of the re- 
quired dime. When the last day in the month is 
reached both day and month dials advance simul!- 
taneously. There are extra slots in the bottom to 
receive bills and coins of all denominations. 








ASH TRAY—CIGARETTE PACK 
HOLDER 

No. 8250 Chrome Tray and Holder. 

Scotty and striped tray edges in 


red, green and el —< a3- 
serted R ‘ , $1.80 Dos. 





Two distinctive styles are offered. One is covered 
in lustrous simulated cloisonne with gilt or chrome 
metal trim. Attractive plastic base included. Re- 
tail $6.75 each (attachable initials extra) 


The second style is covered in rich, embossed 
leather-finish with gilt or chrome metal trim. 
Attractive plastic base included. Retail $5.00 each 
(attachable initials extra). 








NEW TOWER COCKTAIL SET 


If your jobber cannot supply you with samples | No. 5127 (8 pes.—illustrated) 9 
and prices write to us direct. No. S119 TOWER SHAKE: 1% aah 
CEE “sc escircesnoes , $27.00 Doz. 


No. 5133 STEM GOBL AT 
List, $5.10 Doz. 


ZELL PRODUCTS CORP. | sits media 
536 Broadway New York City | Here's a nice profit for you . . . with little investment. 


Mfrs. of the famous Streamline, Zephyr and other Zell brand vanities TH E EVEREDY CoO. 
| i, FREDERICK MARYLAND 
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Imported Merchandise 
(From page 89) 


in the showroom where the importer practically okays his 
pieces when the factory submits samples to him for ap- 
proval. Besides this the jeweler must be careful to buy 
only such grades of domestic merchandise as can be shown 
with his imported goods. Neither must cheapen the other, 
and he will do well not to duplicate many imported items 
in American manufacture. 

Bridge sets, cigarette boxes, jewel boxes and cigarette 
cases should be carried in both domestic and foreign styles 
as the difference in design and price will have an appeal 
to the customer which cannot be disregarded. 


The Development of Pocket-Books 
(From page 87) 


well as the feminine, and today they inquire for shades of 
café au lait, pale gray, silver and chocolate! 

Many artificial leathers have been so carefully copied 
from the originals that the imitations are scarcely dis- 
tinguishable from the genuine, and these are a boon to 
those not over-wealthy yet fastidious persons who appre- 
ciate some means of satisfying their desire to dress well 
yet not too expensively until “their ship comes in” and 
they have more money. 

With real leathers, however, the supply has grown so 
immense and the means of manufacture, though more 
intricate, are so widespread, that no longer does one pos- 
sess just two pocket-books, as was the sad custom not so 
long ago—one for dress and for every day. The growth 
of matching ensemble, together with the lowering of 
prices generally, has tripled and quadrupled the number 
bought, and for each frock differing in color there is a 
corresponding shade in the purse. ; 

The old adage for defining the impossible as “making 
a silk purse out of a sow’s ear” is just one of the primary 
lessons—a rudimentary accomplishment, this, for even the 
most poorly equipped manufacturer of the day. Not only 
does a product as smooth and supple as silk emerge from 
much cruder materials than the proverbial sow’s ear, but 
by adding embellishments and innumerable refinements of 
material and decoration the inventive mind of progress 
flings a gauntlet in the face of reactionism. 

Whether the skins be tanned, tawed or chamoised, that 
is, treated with tannin, mineral salts or oils and fats, the 
final product must be smooth, tough, tight and solid. 

From the Swiss and Italian Alps, from South America, 
the Bavarian Highlands and the Pyrenees, from all the 
high spots of the world where nature gives to animals a 
sturdy skin to withstand the changing weather, come the 
hides which eventually are seen transformed into the trig, 
smart styles displayed in jewelry shops circling the world 
from Fifth Avenue to the Rue de la Paix, and which are | 
carried proudly by the haut monde as fitting complements | 
to the fashionable costume. 


The Cover Design 


The front cover design on this issue of THE JEWELERS’ 
CircuLaR-KrysToNE shows a fine clock which was 
photographed through the courtesy of the John R. Wood 
Sales Corp., 1325 Atlantic Ave., Brooklyn, N. Y. 
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SMART IMPORTED PORCELAIN 
FIGURINE LAMPS ON BRONZE 
BASES AT POPULAR PRICES 



















Left: Obtain- 
able in White 
and Blue, or 
White and 
Rose; Tail- 
ored silk 


Above: Hand 
decorated in 
multi - colors. 


Pleated chif- 


fon tailored shade edged 
shades. Height with color to 
1344”. $7.50 match lamp— 


Height 15”. 


pr. 
$7.25 each. 


Decorated in jivery and gold and white satin tailored 
shade, old gold satin drape—$11!.00 Pair. Height 15!/”. 


IMPORTED PORCELAIN FIGURINES on Bronze base. 
Thousands of Gifts and Objets d'Art displayed in our 


showrooms. 








e con) 


FRIEDLAENDER & COMPANY 


INCORPORATED 
TSTmporters. and Alantfacturer4~ 











= 


Est’d. 1869 
CHICAGO NEW YORK LOS ANGELES 
1555 Merchandise Mart 53-55 West 23rd St. 860 Los Angeles St. 
cceseataienaalieaanieale 

















Che Pairpoint Corporation, New wedtord, lass. 


43-47 West 23rd St., - New York City 





BARON DESIGN 


A polished Rock Crystal design of beautiful effect. Priced to attract any of your customers for Wedding and Anniversary Gifts. 
Number 187 Stemware is made to match this Design. 


150 Post St., - San Francisco 











ARTHUR ARMOUR ALUMINUM 


THE RETAIL JEWELER'S FAVORITE LINE 
of HAND FORGED ALUMINUM 





No. 103A—Tray 9 x 13 inches, $2.75 


One of our most popular sized Trays with the 
famous ARMOUR handle—can be had in over a 
dozen different designs. 

TRAYS - PLATES - BOWLS - BOXES 
SMOKER'S ITEMS - DESK SETS 
PICTURE FRAMES 


A. STANLEY BRUSSEL 
225—5th Ave., N. Y.C. 


Descriptive Price List on Application 








We Say . . . . Compare! 





No. 3170 


Decorated Porcelain Dresser Set 
consisting of two Perfume Bottles 5” 
high and Powder Box, fitted in Tray to 
Match. Attractively decorated in gold and 
Dresden flowers. $9.60 per Dozen Sets. 


Visit Our Showrooms—Write for Catalogues 
Over 2000 New Gift Items on Display 


Edward P. Paul & Co., Inc. 


(Established 1898) 
1133 Broadway NEW YORK, N. Y. 
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Fine Decorative. Glassware 
HORTLY after the beginning of this century, a 


number of famous designers adopted for the expres- 
sion of their creative art a new yet old medium—glass, 
which lends itself admirably to exact reproductions in 
quantities. Since most of these designers are French, 
it has naturally followed that France has come to be 
recognized as a center for this growing industry. To- 
day there are in France several glassmakers who, by their 
original designs and decorative treatments of striking 
artistic merit, are sturdily maintaining that preeminence 
in certain types of fine decorative glass which they have 
long enjoyed. And as the handicraft of these master de- 
signers has spread beyond the confines of their native land, 
there has gradually developed an almost universal ap- 
preciation of fine craftsmanship in decorative glass. 

It is natural that the jeweler has been largely re- 
sponsible for the introduction of these exclusive and rela- 
tively expensive lines of fine French glass to the American 
public, and it is to be regretted that the difficulties and 
excessive costs of importation have prevented a more rapid 
development of this interesting gift field. 

Most fine French lines are primarily hand-molded glass. 
Distinguishing features are, first, artistry and delicacy of 
design ; second, the fine clear texture and pastel colors of 
the glass itself; and third, the buffing, polishing and hand 
finishing which have made real works of art out of what 
might have been ordinary pressed glass. The design either 
has a sculptured effect, or else is in intaglio. The design 
is often acid-etched giving a frosted effect against a back- 
ground of clear crystal or delicately tinted glass. Often 
the highlights of the design are accented by a fine buffing 
of the frosted glass. 

The color which all connoisseurs immediately associate 
with French glass is opalescent. This color, which be- 
comes deeper and increasingly opalescent in the thicker 
portions of the design while the thinner portions remain 
almost clear crystal, glows with an ever-changing fire of 
pale greens and blues and reds, and closely resembles the 
gem after which it is named. Other popular colors are a 
clear blue, a pale smoky topaz, a bright amber, and a 
frosted crystal which is exceedingly smart with modern 
decorative schemes. 

At present all pieces of one fine line (Verlys) are de- 
signed in France and made in America, but there is now 
under consideration the possibility of developing American 
designs for pieces which will be styled for the American 
mode and manner of living. 


Perfection in Pottery 


Beautifully printed in four colors, Copeland & Thompson’s new brochure 
illustrating the various patterns of this spodechina should be of inestim- 
able aid to retail jewelers with fine chinaware departments. There are 19 
patterns shown on separate sheets of paper. The illustration and color on 
one side and a list of the articles carried in stock and descriptive matter 
concerning the pattern on the other. Many of the illustrations show 
complete table settings with appropriate appointments and _ should be 
suggestive to the customer for use in counter and window displays. They 
should also be useful as mailing pieces to selected customers. Copies of 
“Perfection in Pottery’? may be obtained from Copeland & Thompson, 
Inc., 206 Fifth Ave., at nine cents each. 





Time Is International 


That there is one point on which the bold Italians and the fearless 
Ethiopians agree, is a discovery made by William Morrison, advertising 
manager of J. R. Wood & Sons, Inc. Mr. Morrison points out that 
the Italian flyer, Balbo, on his famous trip by air to the Chicago World’s 
Fair, equipped all the ‘planes in his squadron with Omega chronometers, 
and "that wristwatches of the same make were worn by the pilots of 
the expedition. But Haile Selassie, Ethiopic monarch has the same 
idea about time. ll his court officials, palace major domos, 
tendants, are presented with diamond set Omega pocket watches. 
all, says Mr. Morrison, time is international! 
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AMERICA'S FINEST PEN 
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THE CHILTON PEN CO., JNC. 
LONG 'SLAND CITY, N. Y 


Chilton 
us Go 





Pens 











CHARACTER 











DISTINGUISHES THIS 
EXTENSIVE LINE OF 


BILLFOLD + KEY CASE 
CIGARETTE CASE _. 


COMBINATIONS 


PRICED FROM $12 PER DOZ. SETS UP 


F.O.MERZ & CO., Phila. Pa. 


MANUFACTURERS AND IMPORTERS OF 


TRADE Ad" 


LEATHER 7. 
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HAND CUT CRYSTAL 


Write for leaflet 





225 Fie TH Ave New Yor«K.N Y. 











Introducing 


IN 





RD-Ol¢, 


. New Gift Pencil for Quick 
Christmas Turnover and Profit 





ENGLAND’S 
Smartest Pencil 
Comes to America 
Carrying 36 in. of lead, 
mechanically perfect, 
“YARD-O-LED” in 18 kt. rolled 
gold or sterling silver 
is made to retail for 


$500 
“YARDOLETTE” 


carrying over2feetoflead 
in 18 kt. rolled gold ¢ 450 
or sterling silver 4 


Sole Distributors 
for the United 
States of America 





For Full Details, Write 


MM IMPORTING COMPANY 


INCORPORATED 


515 Madison Avenue New York City 








THIMBLE SELLING 
MADE EASY 


-NO MARKING OF GOODS NECESSARY 





No Charge For Tray 
With Order Of $20 


ad 
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Mahogany Velvet Lined (Displays 50 Thimbles) 
Actual Size 11% x5% 


Simons Bros. Company 
269 Seuth 9th Street, Philadelphia 





WRITE FOR COMPLETE PRICE LIST 
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China and Glass 
for Jewelers 


Place Plates, Salad Plates, Cream Soups and 
Plates. 


After Dinner Coffee Cups and Saucers and 
fancy items for all uses. 


Also a large line of Staple and Fancy Glass- 
ware Gift Items in large variety. 


All in stock for immediate delivery. 


Illustrated are four new patterns 
which retail at $2.00 to $4.00 each 


Paul A. Straub & Co. 


INCORPORATED 


105-107 Fifth Avenue 

















New York 











6¢é os >) 
The’ Professional 
A High Grade 
WK Tooled Set 
Size 19 x 94 CORDIAL SET 
A new set from New Martinsville that offers 
a $ 50 | the very latest in design, usefulness and beauty. 
_ NET Comprises a 16 oz. decanter with lipped neck, 
stuck handle and six 34 oz. cupfooted cordials. 
FLASHII!! Comes in a wide assortment of colors and ruby 
- and cut and etched. 
Write at once for advance sample of 
New "NAIL HEAD-ANTIQUE" desk Made by 
set: Now in work | THE NEW MARTINSVILLE GLASS 


MANUFACTURING COMPANY 


Stationers Specialty Corporation 
New Martinsville, West Virginia 


151 LAFAYETTE ST. New York, N. Y. 
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GIFT 
NOVELTIES 


AT REMARKABLE 
PRICES 





























No. 212—HUMIDAIRE for 40 cigarettes, 
Chrome Dome and Base of black, $7.20 per 
dozen; for 60 cigarettes, in Red, Black and 
Green, $10.80 per dozen. 





No. 118 — UTILI-ICE TONGS: Chrome, 
Short size, $6.00 per dozen; Long, $7.20 
per dozen; for Sugar, $6.00 per dozen. 


GIFT HEADQUARTERS, INC. 


“Gift House of America’”’ 
303 Fourth Avenue 
New York, N. Y. 

















THE CORRECT GIFT 





The above cigarette articles of French 
China with Blue Lowestoft and Empire 
Decorations are only a few of the many 
items in our line that will 
prove profitable in your 
Gift Departments. The 
prices are: Box $2.50, Ash 
Tray $6.00 doz. 


Bronze Nest of four trays 
$3.50 set. 


BETH WEISSMAN 


49 WEST 23rd ST. NEW YORK, N. Y. 
Permanent Display Rooms 


LEON & EHRICH H. W. JOHNSON 
15105 Merchandise Mart 
CHICAGO 





2155 E. 7th ST. 
Los Angeles, Calif. 








Gifts for Special Occasions 


NE word may change the value 

of a sentence. “Gifts for every 
occasion” sounds so comprehensive 
or all-inclusive that all “intensive” 
appeal is lost. In fact, it is looked 
upon as merely a general term 
used by the gift trade. Why not 
feature, “Gifts for Special occasions ?” 
Does it strike you more forcibly? 
That word, “special”, in itself, has 
significance. It reminds you of things 
different, out of the ordinary, and 
what not. It is just the word needed, 
then, to rightly qualify your gift ar- 
ticles. 

Any one who sets out to purchase 
a gift for a birthday, wedding, or 
some other occasion, thinks of that 
particular occasion as a “special” one, 
and consequently wants a special sort 
of gift for it. And so, if you have 
all along been making free and con- 
tinuous use of this slogan “Gifts for 
Special Occasions,” this would-be pur- 
chaser already has your shop in mind 
as the one place where can be found 
the gift specially suited to the pur- 
pose. And, too, half the anxiety is 
already lifted from her mind, for, 
instead of saying to herself, “oh, I 
can probably find something suitable 
there,” she says, “I’m sure to find just 
what I want for they carry gifts for 
special occasions,” and she is greatly 
relieved in mind thereby. 

Under these circumstances, the cus- 
tomer comes into your shop half 
“sold” on something or other. She 
is in a receptive frame of mind for 
she knows that she is going to find 
what she wishes there. And since 
she feels this way about it you will be 
able to sell her .something without 
effort. 

But remember, merely using the 
slogan of “Gifts for Special Occa- 
sions” will not be productive of re- 
sults unless you can fill the bill, so to 
speak, with the right kind of mer- 
chandise. This does not mean that 
you must stock up on numerous items 
which are all very expensive and very 
exclusive. If you are a wise buyer 
you already have formed the habit 
of seeking the unusual as well as the 
most attractive gift articles, and not 
necessarily expensive, at that. 


At first thought, it might seem to 
be a good idea to rather group your 
gift articles about according to their 
suitability for gifts for special oc- 
casions such as birthdays, weddings, 
etc. This idea does not work out so 
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well excepting to “segregate” an as- 
sortment of gifts for men. Every 
woman when selecting a man’s gift 
feels that she has a real problem in 
hand. It might be a real drawing 
card to emphasize the fact that you 
always have on hand a good assort- 
ment of gifts for men. 

Besides featuring Christmas, Va- 
lentine’s, Mother’s Day, Father’s 
Day, Graduations, Weddings, 
Thanksgiving, etc., remember that 
everyday is somebody’s birthday and 
many of them are your customers and 
prospects. Feature “Gifts for Spe- 
cial Occasions,” and be prepared with 
a good assortment of the special 
gifts. 


‘James Howarth 


ATTLEBORO, Mass., Sept. 2— James 
Howarth, foreman for the D. A. Make- 
peace Co. for 35 years, died Aug. 27, He 
fell from a terrace wall on Aug. 24, 
while working in his rock garden, and 
seemed to be recovering when pneumonia 
developed and proved fatal. 

He was a member of Ezekiel Bates 
Masonic Lodge and one of the original 
members of the old volunteer fire de- 
partment. 








CUCKOO CLOCKS 





Established 1885 


Berger Clock & Novelty Co. 
69-71 Barclay Street 
New York, N. Y. 
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ARGENTAL 


The New Light Weight Alloy—Silver- 
like, Non Tarnishing, Strong as Steel 
and Entirely Hand Wrought. 


PRODUCED BY THE 


METALCRAFT GUILD 





An example of our unusual combinations 
with ARGENTAL—Supper Tray with color- 
ful ceramic insert, 16% inches diameter. 


No. 102 as illustrated ............ $10.00 
101 same but without handles 7.75 
Wee Greene FEW 6 skis scence 1.65 


DISTRIBUTED BY 


M. Wille — Art Gonds 


INC. 
230 5TH AVE., NEW YORK 











TOLE FEDERAL LAMP 


No. 133 $7.00 Wholesale 


HERMAN KASHINS 


Gifts and Lamps 


225 FIFTH AVE. 
NEW YORK 








Strictly quality lines 
at popular prices 
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Novel Dollar Bridge Prizes 
By F. L. MARTIN, of Gift Headquarters 


HAT may I buy for a dol- 

lar?” The very boldest of 
us feels a bit amoebalike about con- 
ironting the salesgirl with this ques- 
tion, especially when the beautiful 
objects displayed range from ten dol- 
lars up, with the most insignificant 
one a mere five dollars, perhaps. 

The progressive jeweler, with a 
fine knowledge of human nature, has 
made the above question unnecessary 
by displaying attractive little groups 
of inexpensive merchandise in plain 
view, on tables or on top of display 
cases, so that the customer may easily 
inspect the various pieces and non- 
chalantly say “I’ll take this, please.” 
No embarrassing questions need be 
asked. 

It really is remarkable what a 
variety of articles and unusual novel- 
ties may be purchased for one dollar 
and most of the larger jewelry shops 
report a real demand for just such 
things. While this is the era of true 
sportiness, there is scarcely one of us 
who does not get a thrill when, at the 
end of our bridge game, the hostess 
hands us a little package neatly wrap- 
ped in tissue paper and ribbon. 

To describe the innumerable offer- 
ings at one dollar would be to rhap- 
sodize indefinitely. However, a care- 
ful survey of the field of dollar items 
impresses one with several outstand- 
ing things. 

First and foremost—display is the 
thing. It is necessary to catch the 
roving eye of the customer who other- 
wise would pass the counter by. This 
is the main art. When once the 
shopper begins to handle the attrac- 
tive little objects the sale is made, 
nine times out of ten. She will con- 
sider that, while no immediate occa- 
sion is at hand, a bridge party or a 
birthday will undoubtedly present it- 
self in the near future when it will 
be so convenient to have an attractive 
trifle at home. It is with this psy- 
chology in mind that the clever mer- 
chandiser will arrange and display his 
wares. 

Another factor to keep in mind is 
that some article which has never 
been seen before is what will attract 
the dollar purchaser. Hostesses pride 
themselves on being original and a 
new and clever bridge prize is an ex- 
cellent way to be just a bit different. 
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EVENING 
BAGS 





Top—No. 6064 
This Solid Rhinestone bag made with 
double handles and zipper running 
across top. Silk lined with mirror 
enclosed. 

To retail for $3.00 each. 


Center—No. 7058 

A vanity frame bag made with tiny 
sequins. Silk lined with mirror in 
pocket. Colors: gold, silver and black. 


To retail for $5.00 each. 


Bottom—wNo. 8020 
An exquisite pearl jeweled frame bag 
with rope handle made in a combina- 
tion of tiny gold and pearl beads. 
Silk lined. Colors: gold and white 
and black and steel. 


To retail for $7.50 each. 


Send for Samples 


Large Assortment to Retail 
from $1.00 to $15.00 each 


Kaplan & Gordon Corp. 


6 West 32nd St. 


NY. CG 
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Initials are smart this season, but set in marcasite 
they are the dernier cri! J. Moroch, 125 Canal St., 
offers these brooches in rhodium-plated sterling 
silver—to order, in a range from $6 to $18 apiece. 





An innovation in watch shapes is ‘“Em- 

press,” latest number of the Parker 

Watch Co., 580 Fifth Ave. Perfectly 

square, “Empress” is cased by Star, with 

Hadley band, and sells in a velvet gift box 
for $32.50. Gold filled. 
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Folding leather clock, made especially by the Elgin 
National Watch Co. for Louis Sickles, 1015 Chest- 
nut St., Philadelphia. Compactly constructed, and 
finished with a gold edge, this clock is suitable 
for traveling, boudoir or desk. Retails at $15. 








Introducing the smartest and latest 
chain by the Forstner Chain Corp., 
646 Nye Ave., Irvington, N. J. Fea- 
turing the DUBLLOCK key ring, 
this new number retails from $1 to 


$6, depending on the quality. 





Ring mounting — a modern design 
by the H. A. Wilson Co., 97 Chest- 
nut St., Newark, N. J. This attrac- 
tive number in 18 Karat white gold 
will retail at $7.50, and in 10 per 
cent iridio-platinum, at $13.50. 
Also available in yellow gold. 


Picturesque Swiss 
Peasants, carved in wood 
by hand and painted in 
bright colors are the gift 
suggestion of the Berger 
Clock & Novelty Co., 69- 
71Barclay St. The figures 
come in two sizes, three 
and five inches tall, and 
retail in a price range 
from $2 to $5. 
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Attractive link watch brace- 
let for men, by the Gemex Co., 
Inc., 170 Thomas St., Newark, 
N. J. This new attachment is 
non-corrosive, 1/20 12 Karat 
Gold Filled, and retails at $4.50. 


And now .. . The Mickey 
Mouse Pencil! Product of the 
Inkograph Co., Inc., 200 Hud- 
son St., N. Y., this 29-cent re- 
tailer. It propels, repels and 
expels the lead, and comes with 
Mickey in color on the barrel. 
Gold plated clip, band and point. 


Toastmaster and Hospitality tray by the 
McGraw Electric Co.—a stunning gift for 
holiday selling. Includes 2-slice Toast- 
master and timer and tray in modern de- 
sign. Four snack plates and appetizer 
dishes, matched, by Fostoria. Retails at 
$21.50. Stand separate at $5. 
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The smart lapel watch, by the De Frece 
Watch Co., Inc., 48 W. 48th St. It is made 
in genuine snakewood, with 15-jewel move- 
ment, braided leather cord and leather covered 
button, and should retail between $25 and $30. 



















Verlys glass offers the beauty of French design in a 
product of American manufacture. This fruit bowl 
is 13% inches in diameter and 212 inches high. 
Available in blue, amber and smoky topaz to sell at 
$6, and in etched crystal at $4. Verlys of America, 

Inc., 342 Madison Ave., N. Y. C. 




















A gift for mother—the ever- , 3 es 
useful thimble. The Simon 
Bros. Co., 269 S. 9th St., For the rare gift of appreciation, Little- 
Philadelphia, makes them in Jones Co., Inc., 15 W. 24th St., selects 
sterling silver to retail as a finely carved ivory tusk from its large 
low as >) cents each. Illus- collection of ivory. The tusk is 4/2 inches 
trated is an attractively en- in diameter and 271% inches long. 
ameled number. Mounted on a genuine teak base, it sells 







at $750 retail. 








Popular lamps, by Edward P. Paul & Co., Inc., 1133 Broadway. The 
“Fish” and “Boat” novelties are 13 inches high in ivory and gold 
pottery with shades to match, and sell at $3. The crystal pendant 
lamp is made with a mirror base. 20 inches high, it retails at $9. 
























A cracker and cheese tray, in polished chromium, with 

a walnut plaque, is the $3 retailer offered for holiday 

store traffic by the Chase Brass & Copper Co., Inc., 

Specialty Division, 10 E. 40th St. A chromium finished 

cheese knife designed by Walter Von Nessen (sells 
at 75 cents) completes the ensemble. 





These compotes of the finest iis 

hand-cut rock crystal, repro- | aga SEL ue 
ductions of the old Waterford a -- 
crystal, are suggested by W. E. 
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A 34-piece starting set in “Remembrance,” Lindemann, 225 Fifth Ave. They 
Gorham’s newest in quality silverplate, is a splen- stand about 12 inches high and 
did Christmas gift suggestion, retailing at $44.66. retail for $20 (right) and $22. 


The “Regency” chest is priced extra. The 74-piece 
set in “Remembrance” illustrated sells for $85.33. 





Always a popular gift, this Chelsea 
Well and Tree platter by Oneida, Ltd., 
is especially appropriate for holiday 
selling. The platter measures 19 inches 

overall, and retails at $15.50. 





Charming four-piece coffee set in “Rose- 
point” sterling hollowware by the Wal- 
lace Silversmiths, to match the popular 


flatware design of the same name. 


The 


pattern motif is strictly adhered to, even 
to piercing, wherever practical. The set 


retails at $125. 





The sports motif in accessory jewelry makes this bar scarf pin 
an ideal item for fall and holiday selling. Offered in 14-karat 
gold by Enos Richardson & Co., Inc., 21-23 Maiden Lane, this 
pin bears an enameled horse’s head, and retails at $25 and up. 





Available in all colors of enamel, this attractive com- 

pact by Walter Lampl, 20 W. 47th St., is set with 

semi-precious stones of various colors. It can be had 

with powder-rouge compact, or powder only, or 
cigarettes. Retail price, $5. 


The little fellow at top is “Major 
Domo,” who holds a_ two-piece 
Educator set in Stratford silver 
plate. Below, the same set packed 
in a satin-lined gift box. A dollar 
retailer either way. 


A gift item of consistent popularity is the identification bracelet, 
offered by the Ball Co., 58 E. Washington St., Chicago. The 
bracelet illustrated is yellow gold-filled, fitted with an ad- 

justable ratchet clasp, and retails at $4. 





Service for eight in 1847 Rogers 
Bros. Silverplate. This 34-piece set 
comes in a rippled walnut chest 
with an 1847 Godey print in the 
cover. The pattern, “Thread,” is 
a reproduction of a pattern pro- 
duced in that year. The set retails 
at $47. 





This moulded chromium trimmed clock 
case is offered in mahogany and black 
to retailers by Standard Unbreakable 
Watch Crystals, Inc., 75 Varick St., to 
convert discarded 16 and 18 size move- 
ments into smart desk and traveling 
clocks. It is fitted with dial, crown, 
stem, sleeve, crystal and transparent 


cover. 























Radiant star ruby, a seven-carat gem set in platinum 

with fancy shaped mounting diamonds on the sides. 

Special offering by Jerome Richheimer, 608 Fifth 
Ave., New York. Suggested retail price $1,100. 


The “Barbara Fritchie’’ — a three-piece set, with 
cream, sugar and tray, made in polished chromium 
plate by the Everedy Co., Frederick, Md. The tray 
has a diameter of nine inches, and the handles and 
finial are of black catalin. Retails at $6.20. 


“CURVEX”—Gruen’s latest feature, is the creation of Count 

Alexis de Sahknoffsky, famous designer. This black-faced 

model is cased in 14-karat gold to sell at $100. Others range 
from $50 to $59. Note the smart new package design. 


Streamlining in rings is introduced by 

Byard F. Brogan, 805 Sansom St., 

Philadelphia, with this tubular design 

called “NEO-LINE.” The tubular con- 

struction alse makes for greater 
strength. 


Ornamental plant stand, 
holding three pots, de- 
signed to go under a 
window. Mollie Boynton, 
Inc., 225 Fifth Ave., 
offers this popular num- 
ber in white, yellow, light 
or Pompeian green. 
Overall width is 33 
inches; retail price, $8. 


Seth Thomas offers “TWILIGHT,” 
eight-day double spring movement 
with a four-inch blue catalin dial. 
Base, hands, and stars to mark hours 
are in brushed silver plate. Also 
available with ivory dial and brushed 
gold plate trimmings. Retail price 
$9.75. 


The charm of pearls always makes them a most appropriate 
article for holiday giving. Long strand Mikimoto cultivated 
pearls offer the retail jeweler a real opportunity for Christ- 
mas sales in a wide price range. K. Mikimoto, 551 Fifth Ave. 








SELECTED CHRISTMAS GIF 














Handsome new gift Elgin for men, trim and compact in 


design. It has a 15-jewel movement, natural gold-filled 
case and leather thong attachment. Retail price, $39.75. 
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This smart design by the Bristol 
Seamless Ring Co., 71 Nassau St., 
N. Y. C., gives the effect of many 
more diamonds than are actually 
used. The ring shown has 24 214 
pt. stones and retails for $66. This 
number, with 20 matched 3% pt. 
stones, sells for $57.50. 





Made for home and office 
use, these Ronson touch-tip 
lighters ignite with slight 
pressure on the tip. At top 
is a tray, two cigarette boxes 
and lighter combination sell- 
ing at $16.50. Below at left 
is a lighter in polished 
chromium plate selling at 
$7.50; and right, a larger 
model with heavy gun metal 
finish base to sell for $10. 
Suggested by Art Metal 
Works, Aronson Sq., New- 
ark, N. J. 





An appropriate gift is the ‘Douglas,’ offered by 
the Manheimer Watch Co., 35 E. Wacker Drive, 
Chicago. It comes in a lugless case—10 or 14 karat 
rolled plate or gold filled. The price range, with 


seven to 17 jewels, is from $29.75 to $45. 





One of the holiday selling features suggested 

by the A. Hirsch Co., 35 E. Wacker Drive, 

Chicago, is this 15-jewel Waltham cord 

watch. The case is by Wadsworth, with the 

new mixed figure etched dial. Priced to re- 
tail at $35. 


A 26-piece service for six 
in the Georgic pattern, 
smart new Wm. Rogers & 
Son Silverplate design. 
Comes in utility chest with 
seal brown leatherette 





Matched set of engagement and 
wedding rings, in a new and 
modern design, the product of 
J. R. Wood & Sons, Inc., 1325 
Atlantic Ave., Brooklyn. The re- 
tail price for this set is $35. 





covering and prevent-tar- 
nish champagne velvet lin- 
ing. Retail price, $21.50. 


For the ladies, this 17-jewel Elgin watch makes 

a sparkling appeal. There are 34 diamonds set 

in its platinum case. This watch retails at 

$211.20 and is the suggestion of Benj. Allen & 
Co., Inc., 10 S. Wabash Ave., Chicago. 





This 21-jewel Waltham Riverside rectangular movement 
comes in a modern 14 karat gold keystone case, highly 
lapped, with curved back. An offering of M. A. Mead & Co., 
35 E. Wacker Drive, Chicago, this movement is variously 
cased to retail from $45 up. 
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The Silver Situation 
(From page 73) 


tion in round figures as 200,000,000 ounces, on that basis 
the United States has been producing approximately 
50,000,000 ounces a year, while the commercial use of 
silver in this country has run somewhere in the neighbor- 
hood of 40,000,000 ounces per year. 

“Tt is a perfectly natural and thoroughly human trait 
for all of us to try and get as much for the commodities 
we own as we possibly can. The owners of this silver 
which we produce are no exception to that rule. In the 
disposal of their product they are not, as we have seen, 
entirely dependent upon the ordinary economic laws of 
supply and demand. Potentially, they can greatly increase 
the demand for their product, and consequently increase 
its price, by interesting more nations in adding to their 
silver coinage, and beyond that they can add greatly to 
the demand for their product accordingly as they succeed 
in persuading nations to establish silver as a standard of 
value to share that distinction with the more universally 
accepted standard—gold. .. . 

“At the time the Silver Purchase Act was passed, in 
order to have gathered enough silver to make it represent 
one-fourth of our total stocks of gold and silver, we were 
committed to purchase 1,308,000,000 ounces. Since that 
time we have increased our gold stocks, until in June of 
this year the total amount of silver we originally com- 
puted was increased by 258,000,000 more ounces, and 
that meant that we had to acquire 1,566,000,000 ounces 
as of that time. Deducting the 421,000,000 ounces that 
we have already bought, it left a balance of silver still to 
be bought of 1,145,000,000 ounces, so that, despite the 
421,000,000 ounces that we bought in those first ten 
months, we made a net gain to our objective of only 
165,000,000 ounces. The balance that had to be bought as 
of the time the Secretary of the Treasury made his last 
report in June of this year, namely, 1,145,000,000 ounces, 
is equivalent to practically six times the world’s total 
production during the year 1934. If the United States 
could buy every ounce of the world’s production at the 
1934 rate, it would take over six years to complete the 
total purchases required under the Act. But, of course, 
we know we can’t acquire every single ounce produced. 
There is still some of it, thank God, used commercially— 
there is still some of it used for monetary purposes, and 
so it is probably a very conservative estimate to say that 
the complete objective stated by the Act, if we continue 
to buy all we can lay our hands on, will take fully ten 
years for its accomplishment—ten years, that is to say, 
unless meantime this Act can be amended or repealed. 

“Now in conclusion—I have quoted some figures that 
perhaps sound a bit terrifying—I have touched on some 
of the things that are being done by the New Deal affect- 
ing our business, which can have no useful or beneficial 
result on our country’s economic welfare, but in doing so 
I have not done it with the purpose of poking fun; I have 
not done it in a spirit of ridicule. I have had one sole 
purpose—to seek to drive home the tremendous and effec- 
tive influence which is exerted by those representatives who 
have an active interest in doing something for silver. On 
the other hand, we ought to remember that legislation 
affecting silver has a very, very minor interest for the 
representatives from most of our states. 
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“When these extravagant proposals are introduced by 
silver Senators, the chances are that representatives from 
other states never take enough time nor indeed are they 
in a position to study them and find out their real sig- 
nificance; find out if they have any bearing upon people 
within their own district. Silver at $1.29 per ounce, I 
think we will all agree, must just about mark the elim- 
ination of the sterling silverware industry. That certainly 
has an interest for all of us here. If we will, then, bring 
to the attention of our Representatives and our Senators 
the effect which these measures have upon us, I venture 
to say you will be surprised at the interest which these 
men in Washington will take in your welfare. They can 
be influenced tremendously—they do take your letters 
seriously—and my principal plea that I want to leave 
here with you today is that any time in the future when 
we call upon you to address protests to your Senators and 
Representatives that you give those matters the most 
prompt attention. 


Merchandise Market 
New Swartchild & Co. Catalog 


Publication of its new catalog has been announced by Swartchild & Co., 
prominent watchmakers’ and jewelers’ supply house, 29 E. Madison St., 
Chicago. This sisue, it is claimed, is the largest ever published by 
this concern and contains features never before offered to the trade. 
This 668-page book is available to every legitimately established watch- , 
maker and jeweler, free of charge. Write to the nearest Swartchild 
branch office for your copy. 





Ronson Catalogue 


Retailers interested in reviewing a selected group of fast-selling 
Ronson items will do well to send for the new tabloid catalog. The trade 
is finding this catalog invaluable in checking stock in preparation for 
placing orders for additional merchandise, to meet the demand the 
product maintains through its continuous and extensive advertising 
and merchandising program of the Art Metal Works, Newark, N. J 





Elgin Radio Broadcast 


One of the most expensive radio entertainment programs ever under- 
taken by an American watch manufacturer will go on the air Oct. 4, 
when the Elgin National Watch Co. launches its fast stepping ‘““Campus 
Review” over a coast to coast NBC network of 54 stations. The show, 
which will be part of Elgin’s huge 70th anniversary advertising barrage 
reaching its climax for the holiday buying season, will present the Mills 
Brothers, Art Kassel and his Kassels in the Air and Hal Totten, sports 
commentator, together with campus celebrities from colleges throughout 
the country. A feature will be a time signal broadcast direct from the 
stars through Elgin’s observatory at the factory in Elgin, Ill. The 
program will be heard each Friday night from 10:30 to 11:00. 





Pittsburgh Plate Glass-Westinghouse Films on Store Modernization 


Special interest in modernization is being stimulated by the Federal 
Housing Administration “‘Modernize Main Street” campaign. The bor- 
rowing limits have just recently been raised from $2,000 to $50,000 in 
order that the owners of larger buildings might make use of the services 
of the Federal Housing Administration. All commercial property owners 
and store operators are vitally interested in the subject of improving the 
outward appearance and lighting of their stores. They know the value 
of an attractive place of business. The Pittsburgh Plate Glass Co. and 
Westinghouse have made available four slide sound films treating store 
fronts and lighting in an interesting and helpful manner. They deal 
with the theory and practice of proper store fronts, and illumination, 
showing many excellent examples which shouid be invaluable to pro- 
gressive merchants and property owners. 


The Curvex Watch 


Group leaders from all walks of life, including prominent members of 
the editorial staffs of newspapers, syndicates and magazines were recently 
invited to pass judgment on the Curvex. ; f 

Count Alexis de Sakhnoffsky, famed for his Esquire drawings as well 
as for his designing of the Burlington “Comet,” the Auburn super- 
charger and numerous other industrial triumphs, created the case for the 
new Curvex watch. Fred Gruen, chairman of the board of the Gruen 
Watch Co., invented the Curvex, the first curved movement ever to be 
used successfully within a watch. The Curvex watch, the first to truly 
curve to the shape of the wrist, has a curved movement so ruggedly 
built that its solidity assures more accurate timekeeping. Among the 
noted stylists and designers consulted in the creation of Curvex were 
Elizabeth Hawes, greatest American dress designer, Eugene J. Lux, in- 
dustrial designer resnonsible for the exterior of the McGraw-Hill Build- 
ing in Chicago and David S. Gaither formerly of Carnegie Tech Insti- 
tute and now head of The Displayers. An extensive advertising 
campaign for the Curvex watch and the entire new Gruen line will 
appear in national publications. 











of the WORLD'S tichest 
OLD GOLD MARKET 


—_— and millions of dollars of OLD GOLD have not yet 
been redeemed for cash. Part of that OLD GOLD business 
can be yours--if you make a determined effort to get it. Let your 
customers know you pay cash for OLD GOLD or that the value 
of their OLD GOLD can be credited on the purchase of new 
merchandise. You’ll get the business--if you go after it. 
Cummins’ OLD GOLD promotion department will gladly assist 
you in developing your OLD GOLD business. 
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N. A.C. J. Convention a Big Success 


Ninth Annual Meeting Establishes New High Mark in Attendance and Exhibits—Banquet 
on Thursday—Resolutions Stress Need of New Legislation—Officers Elected 


Cuicaco, Sept. 13—The ninth annual con- 
vention of the National Association of Credit 
Jewelers held at the Sherman Hotel, Sept. 
9-12, was brought to a close last night with 
the annual banquet which was attended by 
about 800 people. William Gibson, presi- 
dent, and Frank Newman, executive secre- 
tary, both reported that the convention had 
been not only the largest in number in 
attendance as well as number of exhibitors, 
but according to the exhibitors themselves, 
it was the most successful in number of 
orders written and in the amount of busi- 
ness done. 

At the final business session on Thursday 
afternoon William Gibson was re-elected 
president with the following officers and 
directors: First vice-president, J. L. Freund, 
St. Louis, Mo.; second vice-president, E. C. 
Maxwell, Hartford, Conn.; third vice-presi- 
dent, Ralph Redak, Denver, Colo.; secretary, 
Saul N. Hershberg, Rochester, N. Y.; treas- 
urer, Lewis Litt, Chicago. Frank Newman 
continued as executive secretary. 

The Board of Directors consists of Charles 
F. Baumrucker, Chicago, Ill. (chairman) ; 
C. J. Michaels, Hartford, Conn.; M. Simon, 
Philadelphia, Pa.; Sylvain Basch, Toledo, 
Ohio; L. J. Ryer, Kansas City, Mo.; W. T. 
White, New Orleans, La.; Wm. Kappel, 
Pittsburgh, Pa.; Sol L. Levy, Buffalo, N. Y.; 
A. N. Slavick, Los Angeles, Calif. 

An unusual feat was the taking of mo- 
tion pictures of speakers, individuals and 
exhibits. J. W. Worth of the Worth Edu- 
cational Film Corporation, Elgin, Ill., who 
did the work, stated that this was the second 
convention ever held in the United States 
that had been completely motion-picturized. 
The complete picture story is made up of 
about 800 feet of film and is the property 
of the association, which plans to make use 
of it over the country generally to promote 
the activity and general good of the trade. 

President Gibson in his opening remarks 
Monday morning presented a picture of 
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improved business and an optimistic future, 
emphasizing definitely, however, the need 
of cleaning up and grading up on the part 
of certain types of credit jewelry stores. 
His address appears on page 77. 

Practically every speaker in the four days 
following brought out the same thought, that 
a certain cloud which hangs over the credit 
jewelry trade must be lifted. 

Elmer Wheeler, Chief of Staff of Tested 
Selling Institute, Cleveland, Ohio, talked 
convincingly on “Tested words and sen- 
tences that increase sales.” A point brought 
out by Mr. Wheeler was that manufacturers, 
as a whole, have done a great job on dis- 
tribution of their products up to the retail 
store, but at that point—the neck of the 
bottle—the most vulnerable point of all, 
they have left off. As Mr. Wheeler said, 
$15,000 to $20,000 a year merchandise 
managers and sales and advertising man- 
agers successfully move their products into. 
the store, only to leave it there at the mercy 
of a $15 to $20 a week clerk. That is where 
study and work is needed to know what 
words, phrases and sentences make or break 
a sale.” 

Bartley J. Doyle, in his talk, traced the 
advent and development of the credit jewelry 
store over the past 25 years. He also in- 
sisted that the cloud of suspicion hanging 
over the credit jewelry industry, which un- 
fortunately seems to be caused by about 10 
per cent of the total who misstate, misrepre- 
sent, over-advertise, and thus dissipate the 
confidence of the consumer, must be elim- 
inated. He quoted some extremely interest- 
ing figures. In a survey that covered 806 
individuals interviewed in six different types 
of industry, 420 said that they had never 
even given thought to going into a credit 
jewelry store; 129 said that they had never 
been in although they had considered it, 
but were influenced not to try by comments 
received from their friends. Two hundred 
and fifteen said they had bought in a credit 
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store, that they might go back again, but 
were doubtful. Only 42 stated emphatically 
that they had bought, and were well pleased, 
and were buying again. 

“Jewelry advertising by direct mail” was 
the subject of Homer J. Buckley’s talk on 
Tuesday morning. It appears in part on 
page 83. 

William M. McNamee of the Chicago 
American, discussed “Jewelry Advertising 
in the Daily News.” 

E. St. Elmo Louis, counsellor in mer- 
chandising and consumer relations, pre- 
sented a constructive talk on the “Sales 
Clinic.” 

K. N. Whatmore, director of the Sales 
Service Institute, International Silver Co., 
had the rapt attention of his audience in 
the showing of display charts and _ illus- 
trations which backed up his talk on “Silver 
Sales to Credit Jewelers.” 

M. E. Robertson, general manager, Oneida, 
Ltd., discussed “The Importance and Mer- 
chandising Value of Silverware to the 
Credit Jewelers.” His address appears on 
pages 50-51. 

“Are Diamonds Worth What You Pay 
For Them” was the subject asigned to R. 
E. Huesgen, St. Louis. Mr. Huesgen re- 
ferred to diamonds as being the only items 
having an international exchange value. 
Said he, “It is quite true that diamonds 
went down but what didn’t? A man who in 
1928 or 1929 paid $700 for a one carat. 
diamond, today can perhaps sell it for, or 
get another like it for about $350. What 
about the man-who paid $450 for a radio 
at that time? Today that radio is worth 
practically nothing and it can be duplicated 
for a much more perfect instrument for 
$99.50. His automobile in 1929 cost $2,000. 
It has a trade in value of about $100 and 
he can get a vastly improved car today for 
$800 to $1,000. His home can be duplicated 
for almost 50 per cent less, but to get a 
loan on the car or home or anything else 
takes time, trouble, and in the final analy- 








sis, he has little success in obtaining a loan. 
The diamond he bought presents an entirely 
different picture. The auto gets old—the 
radio is obsolete—the home depreciates and 
needs consistent repair—but his diamond 
never gets old—it never goes out of style— 
it needs no repairs—and it has an inter- 
national cash value in any country of the 
globe. Statistics show the average diamond 
shrunk less in value than anything else, 
and much of this was due to distressed mer- 
chandise. We can be thankful that prac- 
tically all distressed diamonds are off the 











Some of the members and guests of the National Association of Credit Jewelers 


market now and the future looks bright 
for the jewelry trade.” 


ENTERTAINMENT FEATURES 


Entertainment features of the convention 
consisted of a Midnight Buffet Supper in the 
College Inn with a marvelous exhibit of 
ice skating champions on 1,000 square feet 
of ice. John H. Ballard, vice-president of 
Bulova Watch Co., presented a watch to 
Bobby McLean, world’s professional speed 
skating champion, and also one to Frankie 
Masters, leader of the orchestra. 








Jewelry Tax Collections Totaled 
$2,010,122.98 for Fiscal Year 
Ending June 30 


WASHINGTON, D. C., Sept. 10—The pre- 
liminary annual report of the Commis- 
sioner of Internal Revenue for the fiscal 
year ending June 30, this year, shows 
that jewelry tax collections totaled $2,- 
010,122.98. The following table gives 
these figures in detail by collection dis- 
tricts, States and Territories: 


JEWELRY, ETC., 


COLLECTION DISTRICTS 10% 
I ss ab aut seme $1,379.59 
Re wehal ce cueuales 276.99 
ee 66.42 
Piset California ......:.- 65,783.57 
Sixth California ...... 48,532.05 
ee ee 4,976.62 
er ee 23,283.15 
NE Sos cae yee aise 102.29 
ee ee 566.32 
Ee eee ee 5,412.08 
CN i ile Spices alee 656.57 
|) Se ee eee 14.63 
oo ee 168,975.95 
Eighth Illinois ........... 992.66 
Be 6,183.16 
Me oth icicGcSoavwess 3,013.43 
IN Gor SAG avers 364.83 
ee ee eee 2,040.36 





Louisiana ............... * 6,618.20 
WR 255s scweeoarsdw eee 1,236.33 
Maryland, including Dis- 

trict of Columbia ..... 31,037.15 
Massachusetts ........... 102,927.96 
NS ee 20,455.18 
WAGREOOER oisccccessaens 18,490.71 
ere 280.32 
First Miiesouri ....666 0660 17,975.91 
Sixth Missouri ......... 12,290.48 
ET reer 281.17 
ER ee 2,003.30 
ee 16.00 
New Hampshire ......... 1,607.15 
First New Jersey ....... 358.43 
Fifth New Jersey ... 51,992.30 
New Mexico ...........: S749 
First New York ......... 26,457.47 
Second New York ..... F 187,187.27 
Third New York ........ $56,967.68 
Fourteenth New York ... 3,656.55 
Twenty-first New York .. 9,538.59 
Twenty-eighth New York 17,420.17 
North Carolina ....... ‘ 528.52 
North Dakota ...5. 0.00. 17.59 
| a ee 42,996.23 
OD: 5 otis canseee 3,490.03 
Eleventh Ohio ..... 2,644.34 
Eighteenth Ohio ......... 21,269.84 
SINE ib. si2 s Webiee wares 1,374.52 
SNE a Gib eer aarti cine 5 6,028.68 
First Pennsylvania ....... 133,606.50 
Twelfth Pennsylvania 1,115.04 
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The annual banquet on Thursday night 
was most unusual and all present received 
a handsome roll top “Venetian” Kreisler 
compact as a souvenir. A lovely gift of 
sterling silver pieces was presented to Mr, 
and Mrs. Wm. Gibson in recognition of the 
splendid work done the past year. 


THE RESOLUTIONS 


Resolutions adopted covered the following: 


Protest on the Treasury Department rul- 
ing setting the Excise Tax basis at 15 per 








Twenty-third Pennsylvania 23,014.95 
Rhode IslONd ....6cseccee 25,991.06 
Sowth “COPOHDD o56.00i5560:0 369.28 
og 22.92 
TUNE oh 658 Siaréieors erate 5,686.12 
PA PORES ccissovaesawere 7,697.24 
SOCOM Teas o.cisccisicicccne 9,675.75 
aie svlonesive ceieeitose 2,295.40 
a er ee re 365.27 
ND ngixsaneccebaks 2,235.55 
Washington, including 

NEN oo Ss wewsameeeds 8,646.63 
West Virgilis.. ics cceccs 516.08 
oe ee 9,031.30 
i 28.02 

2 re . $2,010,122.98 
TOTALS FOR STATES AND TERRITORIES COM- 


PRISING PART OF OR MORE THAN ONE COLLEC- 
TION DISTRICT 


PN & ou ko suc camerewons $1.41 
ere ee 114,315.62 
District of Columbia...... 14,013.53 
PN 5: Sica cher ater sl vhavek ots 169,968.61 
DEINE sini ti naiclscs avin’ 17,023.62 
ee 30,266.39 
ae 52,350.73 
a ree 1,101,227.73 
a ke 2k 70,400.44 
POMMSyVIVANIA ....6600.000% 157,736.49 
MN Rr oes vee tices 17,372.99 
eo re 8,645.22 
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who enjoyed the annual banquet at the Hotel Sherman—(inset) The banquet souvenir 


cent above invoiced cost of merchandise 
assembled by the retailer. 

Endorsement of the policy for controlled 
distribution. 

A need for revision of the National Stamp- 
ing Act so as to regulate quality marks on 
all articles composed principally of gold, 
silver or platinum, or a combination of 
them, and so as to require whenever such 
quality mark is used that it be acompanied 
by the name or registered trademark 


of a responsible manufacturer or dealer. 
The enactment of a Federal Law requir- 
ing the destruction of confiscated smuggled 
watches, the sale of which by the govern- 
ment at public auction, causes serious de- 
moralization of the established market. 
Endorsement of the jewelry publicity pro- 
gram as sponsored by the A.N.R.J.A. 
Approval of the enactment in New Jer- 
sey, New York, Pennsylvania, Maryland, II- 
linois, Wisconsin, Iowa, California, Oregon, 





and Washington, of state laws legalizing 
price agreements, with special thanks to 
Senator Baumrucker of Chicago for his aid 
in securing enactment of such a law in 
Illinois. 

Special thanks to the manufacturers and 
wholesalers who exhibited their products, 
which assured success of the convention. 

Thanks to the Chicago Credit Jewelers’ 
Association, to the Sherman Hotel and its 
staff and to the business press. 








Manufacturing Jewelers’ Golf Asso- 
ciation Holds Fall Tournament 


PROVIDENCE, R. I., Sept. 20—Forty-seven 
players teed off the other day in the an- 
nual fall tournament of the Manufactur- 
ing Jewelers’ Golf Association held at 
the grounds of the Metacomet Golf Club, 
East Providence, while a gallery of 
nearly twice as many members and guests 
of the association watched the play. The 
match was one of the closest in the his- 
tory of the organization, while the scores 
were likewise among the lowest ever 
turned in. Ceda St. Pierre and Francis 
H. Curren, both of whom are members 
of the Metacomet Club, scored 83’s on 
their home course, being tied for first 
gross, which was won by the latter on the 
draw. 


A dangerous contestant was the “run- 
ner up,” Walter Allen, who turned in a 
card only one stroke behind the top- 
notchers and was second with a net of 
72. Ira Mackenzie and H. B. Carkin 
were tied with Mr. Allen at 84 gross, but 
as they were competing in the guests’ divi- 
sion they were ineligible for the associa- 
tion trophy. 

The Class B gross prize was won by 
Fred Donovan, who turned in a score of 
90, while the net in this division went to 
C. J. Sunios with 95—20—75. Andrew 
Remington was only one stroke behind, 
taking third place. Fourth place went to 
Irvin Rogers, with 105—28—77, and 
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Ralph Kolarth took fifth with 99—20—79. 

Class A net was won by H. P. An- 
drews, whose card showed 87—17—70; 
Walter Allen, second, 84—12—72; Ceda 
St. Pierre, third, 83—9—74, and E. G. 
Logan, fourth, 85—10—75. In the guests’ 
division Herbert B. Carkin took first with 
84—18—66, and J. R. McCormick, 81— 
8—73, second. 

At the conclusion of the tourney a 
course steak dinner was served and the 
prizes distributed. 





Fire and Water Damage Providence 
Manufacturing Building 


PROVIDENCE, R. I., Sept. 18—Sweeping 
up the outside of a four-story manufac- 
turing building at 59 Page St. this morn- 
ing, fire, which started in a box of cellu- 
loid waste in the rear yard, damaged the 
structure and drove nearly 60 employees 
to the street. The blaze is believed to 
have started when children playing in an 
areaway at the rear of the building tossed 
a match into the highly inflammable cel- 
luloid. While the damage by fire was not 
extensive, owners of the plants in the 
building said they suffered heavy damage 
from water released by the sprinklers. 

The first floor is occupied by Charles 
F. Sullivan, who conducts a jewelers’ 
findings business, and on the third floor 
are Harry Sandae, hub and die cutting 
and jewelers’ toolmaking, and the fourth 
floor the Providence Tool Co., jewelers’ 
tools and machinery. 
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Robbers Get $12,000 in Diamond 
Rings from New York 
Jewelry Shop 


Four bandits took jewelry, chiefly 
diamond rings, valued approximately at 
$10,000 from the store of D. Gumbiner, 
at Vanderbilt Ave. and 46th St., New 
York, shortly after 10.30 a. m., Sept. 21, 
after binding Leo Gumbiner, manager, 
a customer, and the porter. The loss 
was entirely covered by insurance, Mr. 
Gumbiner told THE JEWELERS’ CIRCULAR- 
KEYSTONE. 

The jeweler was in the rear when the 
first two robbers entered, forcing their 
way past the porter, Augustus White, 
who had placed the door at half-check. 
When Gumbiner came to the front he 
was faced by the pointed guns of these 
men. He and White were trussed and 
gagged and placed in a washroom. The 
third bandit followed a customer into the 
store, and the latter was also bound and 
placed with the other two victims. A 
fourth man entered later. After spending 
about three minutes gathering up the 
rings the robbers apparently became 
nervous and fled, leaving untouched the 
valuable contents of the safe. 

The customer, James Kennedy, was 
freed first, and he immediately called the 
police, but the bandits had made good 
their escape. 








SAFETY 
CATCH 





Au jy» TO JEWELERS EVERYWHERE 


ww 7 
West ZZ Sm ZA : 
ZY, x “e A new safety catch has been invented—and patented— 
(WY ce EZ Z [AA which is a decided improvement on all others. The 
= 2 B \ 7 . 7 M4 
SEE moment the pin is inserted, the catch automatically locks 
- = = P 
az ZB —and is then double locked when roller is whirled. At 
et last you can assure your customers that pins—brooches—emblems, 
Dub-L-Lok is also sup- etc., equipped with Dub-L-Lok Safety Catches cannot become acci- 
plied with bases for soft ‘ 3 
soldering. They are bet- dentally unpinned and lost. A great many manufacturers are fitting 
ter on soft metal or un- new lines with these revolutionary catches—They are made in all 


even surfaces. Some pre- 
fer them for hard solder- 
ing. Dub-L-Lok with 
bases are made two ways 
—plain or solder flushed 
with soft solder. 


wanted grades and sizes, and cost no more than ordinary safety catches. 





SIDE viEW ENO VIEW (*«") AUTOMATICALLY DOUBLE LOCKED 
LOCKED 
WELLS MANUFACTURING CO. 
9 MAIDEN LANE, Findings Division ATTLEBORO, 
WITH BASE NEW YORK Stocks at either address MASS. 








Gold and Prosperity - - - - 








N Alaska’s boom days an endless stream of gold flowed from the Frozen 


North into the United States, stimulating business and creating prosperity. 


Streams of gold flow back and forth between the jewelry industry and the 
public. Jewelers can stimulate business and speed prosperity by making the 


flow of the streams endless. 


K & L Service is your assurance of the highest cash 
return from old jewelry, scrap, filings and sweeps. 











KASTENHUBER & LEHRFELD 24 John St. New York 


Strictly Smelters and Refiners of Precious Metals — NOT Manufacturers of Jewelry 








108 THE JEWELERS’ CIRCULAR—KEYSTONE 
for October, 1935 








Employees of Louis Stern Co. Enjoy 
Outing and Field Day 


ProvIDENCE, R. I., Sept. 4#—The em-~ 


ployees of the Louis Stern Co., 70 Elm 
St., will be talking for months to come of 
the outing which the company afforded 
them at the Swedish Club, Hoxsie, R. I., 
on Wednesday, Aug. 28. Very few outings 
can boast the clock-work precision and 
general hilarity which that of the Stern 
company produced. Starting at 1 p. m. 
with a well-planned luncheon, continuing 
through an afternoon of games and 
sports, with plenty of refreshments, and 
finishing with a roast dinner that com- 
pletely satisfied everyone, it was termed 
by those present “the finest outing we 
have ever attended.” 

Prizes to the winners of the sports were 


presented following the dinner by 
Paul M. Stern, the company’s presi- 
dent, to the following: 100-yd. dash 


for men, George Fuller; 50-yd. dash for 
women, Helen Peters; balloon race for 
women, Irene Jackson; wheelbarrow 
race for men, Ortiz and DiNunzio; 
potato race for women, Jennie DiMauro; 
horseshoe-pitching contest, W. Goff and 
W. Rugges. The baseball game between 
the Lustern and Everwear teams was 
won in six innings, 13-10, by the Ever- 
wear diamond experts. 





F. William Barthman 


F. William Barthman, senior partner 
in the firm of William Barthman, retail 
jewelers at the corner of Broadway and 
Maiden Lane, New York, for 51 years, 
died suddenly Sept. 17 at his home, 167 
Greenway North, Forest Hills, L. I. He 
was 70 years old. 

His health had been failing somewhat 
during the past year and, although he 
continued to come to business every week, 
during recent months he had been less 
active. Death was caused by the harden- 
ing of the arteries around the heart. 

Born in New York, Mr. Barthman en- 
tered the jewelry business when he was 
15 years old, starting with his father, the 
original William Barthman, in the firm 
of Barthman & Stratt, then at 41-43 
Maiden Lane. A few years later, when 
Barthman & Stratt opened a retail busi- 
ness at 298 Fulton St., Brooklyn, he was 
employed in the store. Then, in 1884, the 
partnership was dissolved and William 
Barthman with his sons started his own 
business at 174 Broadway. 

Mr. Barthman grew up in the jewelry 
trade under the guidance of his father 
and became a partner in the firm with his 
brother, Henry C. Barthman. He was a 
prominent business man in the downtown 
section of the city and was the former 
president of the Maiden Lane Savings 
Bank. When this bank was merged with 
the East River Savings Bank in 1934, he 
was made a director in the latter. He 
was also a member of the New York 
Chamber of Commerce, a trustee of the 
Central Congregational Church, Brook- 
lyn, and belonged to the Citizens Union, 
and to the old Union League and Ama- 
ranth and Gilbert Dramatic Clubs of 
Brooklyn, where he was active politically 
about forty years ago. 
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He is survived by his widow, the for- 
mer Margaret Edell; a brother, Henry 
C. Barthman of Brooklyn, and a sister, 
Mrs. Robert King of Setauket, L. I. 

Funeral was held from the late home 
on Sept. 19, with burial in the family 
mausoleum at Greenwood Cemetery. 





Harry C. McKay 


Harry C. McKay, well known traveling 
representative, dropped dead at the wheel 
of his car, Monday morning, Sept. 9, 
while driving through Mineola, L. I. 

Mr. McKay had been identified with 
the jewelry trade for over 25 years in 
the capacity of manufacturers’ represen- 
tative, and his sudden demise came as a 
great shock to his many friends as he had 
apparently been enjoying very good 
health. 

Mr. McKay was 53 years old and a 
member of the following associations: 
Jewelers Fraternal Association, Brother- 
hood of Traveling Jewelers, Fraternal 
Association of Chicago Jewelers and 
Crystal Wave F. A. M. No. 638. 

Funeral services took place on Sep- 
tember 11 at his home, 75 Patterson Ave., 
Hempstead, L. I., and interment was made 
on the following day at Greenwood Ceme- 
tery, Brooklyn. He is survived by his 
widow. 


William Orville Harrison 


William Orville Harrison, best known 
to the New York jewelry trade as New 
York sales manager of the Gruen Watch 
Co. although he severed his connections 
with that concern on June 3 of this year, 
died suddenly on Tuesday evening, Sept. 
17, in the Mountainside Hospital, Mont- 
clair, N. J. He was in his 66th year. His 
passing will be a severe shock to his 
many friends in the industry. 

He was taken to the hospital on Sept. 
9, where he was operated on for an 
abscess of the stomach, and was well on 
the road to recovery when pneumonia set 
in, causing his death. 

Born in Cadiz, Ohio, Mr. Harrison 
spent many years of his life in the jewelry 
business. He was originally with the 
George B. Barrett Co., wholesale jewelers 
of Pittsburgh, and in 1917 he came to 
New York as manager of the Reed & 
Barton retail stores. Then, in 1924, he 
became manager of the New York office 
of the Gruen Watch Co. 

Mr. Harrison had recently suffered the 
loss of his wife, Anna South Harrison, 
who passed away in March of this year. 
He was a member of the Jewelers’ 24 
Karat Club of New York. 

He is survived by a daughter, Mrs. 
A. A. Frames, of Montclair, N. J., and 
one grandchild. 


Gemex Absorbs Pontiac 


The Gemex Co. announces that it has 
absorbed the Pontiac Co., which was pre- 
viously a subsidiary company. 

The Pontiac lines are now being sold 
by the Gemex Co. together with this reg- 
ular line of watch attachments. 
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Big Turnout of Jewelers at Testi- 
monial Dinner to Max Wolf, 
New York Gruen Salesman 


What was originally planned for a 
modest party for Max Wolf, recently ap- 
pointed salesman for the Gruen Watch 
Co. in the New York territory, with per- 
haps 25 or 30 intimate friends attending, 
turned out to be an important trade event 
when on the night of Sept. 24, 160 mem- 
bers of the jewelry trade, including many 
of the officers of the local trade associa- 
tions, came to the Hotel Victoria to 
participate in an elaborate testimonial 
dinner in his honor. Friends attribute 
the importance of the occasion to popu- 
larity which Mr. Wolf enjoys in the New 
York area. 

Seated at the table of honor with Mr. 
Wolf were Sydney Berman, president of 
the New York Jewelers Benevolent As- 
sociation, Adolph Pusrin, Louis Fried- 
lander, Louis Cutler, Arthur Bergman, 
I. C. Gordon, Harry Bromley, and David 
Massover. 

The program began with a novel sur- 
prise. After the guests were seated a 
convoy of waiters marched in bearing a 
large portrait of Mr. Wolf. Reaching the 
dais they stepped aside, and from be- 
hind this life-size likeness of himself 
stepped Maxie, in the flesh. This brought 
a round of enthusiastic applause. 

Louis Cutler, who was master of cere- 
monies, presented Mr. Wolf with a 52 
piece set of Reed & Barton flatware, in 
a chest decorated with an inscribed silver 
plaque. Mr. Pusrin rose to say a few 
words in appreciation of the honored 
guest, after which Mr. Wolf responded. 

After the delicious dinner a program 
of entertainment concluded the evening’s 
activities. The committee in charge of 
the dinner included Adolph Pusrin, chair- 
man, Louis Cutler and Arthur Bergman. 





Platinum Market 


Platinum prices, as of Sept. 25, 1935, were 


ndadusghabe Cdabeamus eu Seeeeanuee $36.00 
Containing 5% Iridium............ccees 37.00 
Containing 10% Iridium............... 38.00 
ROUND ica ccceccuedecvdeeasananeaenl 


Palladium 


Prices of Silver Bars 


Uv. &. 
Government New 
London Assay Sell- York 
Date Official ing Price ficial 
Sept. 4 29% 67% 65% 
Sept. 11 29 +5 67% 65% 
Sept. 18 29 #5 67% 65 
Sept. 25 2975 67% 65 


The board of directors of the New 
England Manufacturing Jewelers’ and 
Silversmiths’ Association, Inc., announces 
that it has temporarily retained the ser- 
vices of its former secretary, Edward O. 
Otis, Jr., to act as executive secretary. 
William H. Blake will continue as asso- 
ciate secretary, and Miss Monahan, who 
has served the association for a number 
of years, continues at her post. The as- 
sociation hopes to consolidate gains made 
under the NRA, and to continue a close 
study of the question of future Federal 
regulation of industry as affecting the in- 
terests of New England jewelry manu- 
facturers. 





Pi TURES OF 
TRADE 
INTEREST 





Photo by Old Masters Associates 


Above—An interesting and_ instructive 

window display featuring cultured pearls. 

it was shown by B. Harris & Sons, 25 E. 

48th St., New York, and attracted much 
attention. 


Left—This float won first prize for 
the R. Wallace & Sons Mfg. Co., in the 
recent parade in celebration of the 
Tercentenary of Wallingford, Conn. 
The prize was a large silver cup. The 
huge silver bow! symbolized the silver 
creations of the Wallace Silversmiths. 





© Vet ORY 


Right—Huge floral arrangement in 
the form of the emblem of the 
Horological Association of Cali- 
fornia. It was planted in Golden 
Gate Park, San Francisco, on the 
occasion of the directors semi- 
annual meeting, Aug. 31, Sept. 1 
and 2. 





Left—This group photograph goes back 
to 1906 when the A.N.R.J.A. was formed 
at Rochester, N. Y. Left to right standing: 
R. C. Bernau, Greensboro, N. C.; J. P. 
Archibald, Blairsville, Pa. and Robert Wor- 
rell, Mexico, Mo. Seated: Mack Hurl- 
bert, Ft. Dodge, la. J. M. Radibaugh, 
Hastings, Minn., Max Jennings, St. Clair, 
Mich., first president. 
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Diamond and Gem Imports During 
July 

WasuincTon, D. C., Sept. 18.—The. De- 
partment of Foreign and Domestic Com- 
merce reports the total value of diamonds 
imported during the month of July to be 
$1,517,556. This included rough of $124,- 
213 and cut stones, $1,393,343. Belgium 
was the largest source of both rough and 
cut stones imported. 

During the same month the importa- 
tions of pearls amounted to $29,513; 
rough precious stones, $2,753 ; cut precious 
stones, $84,035; imitation gems (except 
opaque), $80,560; opaque imitation gems 
and imitation pearls, $2,114. 





Lecture and Exhibit on Synthetic 
Stones at October Guild Meetings 
of the American Gem Society 


Educational displays of synthetic gem- 
stones are to be the feature of various 
October Guild meetings of the American 
Gem Society. The display consists of two 
cases of synthetic boules of corundum and 
spinel—one case of various colored syn- 
thetic corundum and one case of various 
colored spinels, nomenclature charts, dia- 
grams of manufacturing equipment, 
photographs of manufacturing operations, 
etc. There are also specimens of syn- 
thetic and genuine gems mounted in spe- 
cial lighted compartments in which the 
identifying inclusions can be observed by 
Guild members under 10 power magni- 
fication. All graduate, research, and as- 
sociation members are eligible to attend 
these meetings. 

The lecture and exhibit will be the 
feature of the following Guild meetings: 

EASTERN PENNSYLVANIA — Academy of 
Natural Sciences of Philadelphia, Oct. 17. 

New JersEy—Douglas Hotel, Newark, 
Oct. 11. 

Tri-State Guitp—(Pennsylvania, West 
Virginia, Ohio). Date and hour not 
definitely set. May be obtained from 
Paul Hardy, Hardy & Hayes Co., Pitts- 
burgh. Meeting to be held at the Key- 
stone Hotel, Pittsburgh. 

CLEVELAND—Meeting will be held either 
Oct. 23 or Oct. 25 and members notified. 

CuicaGo—Date and place of meeting 
not yet definitely decided. 

SOUTHERN CALIFORNIA INLAND GUILD— 
San Bernardino, Monday, Nov. 4. 





National Jewelers Mutual Fire Insur- 
ance Co. Buys Office Building 


NEENAH, Wisc., Sept. 2—During the 
month of August the National Jewelers 
Mutual Fire Insurance Co. completed 
Negotiations for the purchase of the 
Neenah State Bank building, in which 
it has occupied quarters for 19 years 
and is now occupying the first and mez- 
zanine floors and the basement. It is a 
modern brick, terra cotta and concrete 
building of two stories and basement. 


This will give the company much 
needed office room and vault space 
which it did not have in its former 


second floor location. Roomy vaults on 
the first floor and in the basement give 
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- ployees 


ample protection for records, books and 
valuable papers. Space for the office 
force is also afforded in the large first 
floor area. 

The mezzanine floor will be used by 
the multigraph and addressograph de- 
partment and for filing purposes. In 


‘the basement is another vault in which 


old records of the company will be 
stored. The floor vacated by the fire 
company is now being put in shape for 
tenants, from which the fire company 
expects to receive income enough to re- 
turn a very satisfactory yield on the 
investment. 

The officers of the company state that 
it was unnecessary to borrow money or 
sell any of its bonds in order to make 
this purchase, the entire cost having been 
paid out of current funds. 





Fact Finding Survey of Medium and 
Low Priced Jewelry Industry 


WasHINGTON, D. C., Sept. 19—NRA has 
instructed its regional and state directors 
to initiate a field survey of the medium 
and low priced jewelry industry to de- 
termine changes in labor and trade prac- 
tice standards which have resulted since 
the termination of the codes. The survey 
is being undertaken, it is stated, to fur- 
nish data of a representative and uniform 
nature to the committee on changes in 
labor and trade practice standards. 

It is pointed out that the survey, which 
is merely for fact finding purposes, is in 
no sense an investigation of individual 
concerns, and that the data assembled 
will be held as confidential information 
by the government. 

The NRA representatives will seek 
factual information as to the number of 
employees; the present average hourly 
earnings of employees who receive less 
than code minimums; the number of em- 
now receiving less than code 
minimums; changes that have taken place 
in hourly earnings of other employees; 
the number of hours worked per week; 
the extent to which overtime is now used 
and the change (if any) in the rate of 
overtime pay since the abolition of the 
codes. Information as to changes in the 
terms and conditions of employment in 
the field of child labor, handicapped em- 
ployees, female employees, apprentices, 
home work, etc., and any conditions af- 
fecting net wages, such as waiting time 
and deductions for spoilage, will also be 
obtained. 





Silver Manufacturer’s Office Man- 
ager Robbed of $2,400 Payroll 


Abraham Ortner, office manager of the 
Continental Silver Co., 187 Broadway, 
Brooklyn, was stopped by bandits at 1 
p. m., Sept. 13, while returning from the 
bank to his office with $2,400 in cash, the 
weekly payroll, held up and robbed of 
the money. This was the first time he 
had ever had such an experience, after 16 
years of carrying the payroll through the 
streets in this manner. ; 

One of the two holdup men poked a 
gun in his ribs, ordering him to keep 
quiet, and after taking the money they 
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forced him up the stairway of a building. 

Mr. Ortner told THE JEwevers’ Circu- 
LAR-KEYSTONE that the loss was com- 
pletely covered by insurance. 





Imports and Exports of Jewelry and 
Silver During July 


WasuinctTon, D. C., Sept. 17.—Accord- 
ing to the figures just compiled by the 
Division of Foreign Trade Statistics of 
the imports of gold and platinum jewelry 
during July amounted to $1,071, of all 
other jewelry, $13,246; silver plated 
tableware, etc., $75,897; and other silver 
plated articles except cutlery or jewelry, 
$5,804. 

During July we made no shipments of 
fine jewelry to foreign countries but our 
exports of all other jewelry amounted to 
$51,166. During the same month we ex- 
ported sterling silver valued at $4,222; 
of silver plated ware of $13,139 and all 
other tableware including gold or pewter 
$7,582. 





Demand for Diamonds Increases 
As Prices Advance 


Lonpon, Sept. 10.—The demand for fine 
diamonds has grown steadily the past 
month and people with money to put into 
good jewelry are finding that prices are 
stiffening sharply. The retail jewelers 
find the public is now much more dia- 
mond-minded and anything of good color 
and size is being snapped up. 

Diamond brokers are busier this Fall 
than they have been for some years. 
Backes & Strauss report that smalls and 
eight cuts in the better class range are 
showing a firmer tendency. The poorer 
qualities, too, are in demand owing to the 
increase in the wages of the cutters and 
polishers in Antwerp and the belief, 
pretty well founded, that the prices of 
these stones are going to be higher. 





George W. Dover 


ProvipENcE, R. I., Sept. 21—George 
William Dover, one of the pioneers of 
manufacturers of jewelers’ findings and 
inventor of a number of inventions in the 
findings industry, died suddenly this after- 
noon at the home of his son, with whom 
he made his home, in Edgewood. He was 
in his 71st year. For the past five years 
he had devoted himself largely to the 
interests of the Drapery Hardware Mfg. 
Co. of this city, of which he was the vice- 
president. 

He was widely known throughout the 
jewelry industry of the country. 

Mr. Dover was born in Ancaster, Can- 
ada, April 14, 1865, but received his edu- 
cation at the West Middle Schoo: of 
Hartford, Conn., and Mead’s College, 
Syracuse, N. Y. 

He was for many years a member of 
the New England Manufacturing Jewel- 
ers’ and Silversmiths’ Association, the 
Manufacturing Jewelers’ Board of Trade, 
the National Metal Trades Association, 
the National Jewelers’ Board of Trade 
and of the old-time Jewelers’ Club of 
Providence and other trade organizations. 

He is survived by three sons, a daugh- 
ter and five grandchildren. 
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2,007,534 
Pat. Nes. pryoeres 


Adjustable 

Absolutely Rigid 

Steel Strut (not cardboard) 
Secure—won't tip over 


The RIJID Easel is supported by a 
steel strut that cannot tear, twist or 
warp—like ordinary cardboard. This 
sturdy metal brace assures the photo- 
frame long-life and prevents tipping 
over. 


The other revolutionary feature is the 
simple locking device which allows the 
frame to be adjusted to any desired 
angle or position. 


The RIJID Easel is the answer to a 
long troublesome problem — torn, 
twisted backs, torn ribbons, insecure 
support, and dissatisfied customers. 


Your customers will appreciate the 
sturdiness, serviceability and con- 
venient features of the RIJID Basel. 


Manufacturers of Photo-Frames 


featuring She ALJ | D Easel 


Sterling Silver Frames 
INTERNATIONAL SILVER Co. 
Meriden, Conn. 


Plated Metal Frames 
STERLING MOUNT Co. 
24 East 22nd St., N. Y. C. 
Mirror & Crystal Frames 
ZUCKER BROTHERS 
47 West 24th St., N. Y. C. 
Leather Frames 
A. HERMANNS & CO. 
12th & Brown Sts., Philadelphia 


Ask the pom or your distributor— 
Write ... wire... telephone for samples. 





Watch and Clock Imports and 
Exports During July 


WasuHincTon, D. C., Sept. 17.—Statis- 
tics just released by the Division of 
Foreign Trade Statistics show that we 
imported during July watch movements 
valued at $192,232; watch parts, $60,- 
701, and jewels for movements, $78,232. 

During the same month we imported 
clock movements worth $2,736 and clock 
parts valued at $4,812. 

Our exports during July included 
watches without jewels, $13,232; jeweled 
watches, $4,325, and parts of watches, 
$13,632. 

During the same month we exported 
mantel, novelty and wall clocks valued 
at $8,880, one-day alarm clocks, $26,805, 
and other clocks except electric, $11,050. 





William H. Rindt 


RICHMOND, Inp., Sept. 14.—William H. 
Rindt, co-partner and manager of Jen- 
kins & Co., of this city died suddenly 
here during the afternoon of Sept. 10. He 
had attended a luncheon of the Rotary 
Club and was stricken shortly after re- 
turning to the store. He was rushed to 
the Reid hospital where death quickly 
ensued due to colonary occlusion. 

He was born in Chillicothe, Ohio, May 
27, 1872, and attracted the attention of 
business men in that city at an early age. 
The Schlegal jewelry store in that city 
required the services of a boy and he 
was called in and accepted the position 
offered and thus started his career as a 
jeweler. In 1900 Mr. Rindt attended 
schools of optometry and _ engraving, 
after which he was employed in Zanes- 
ville, O. In 1904 he and his bride, nee 
Hester Hotaling, Syracuse, N. Y., moved 
to this city to accept a position with Jen- 
kins & Co. Here he rapidly rose to the 
position of assistant manager, which posi- 
tion he retained until the death of S. N. 
Jenkins when he became manager. In 
1919 he purchased the interest of S. N. 
Jenkins from the widow and became a 
full partner with William Jenkins, Bloom- 
ington, Ind., since which he has had ex- 
clusive management. 

“Bill,” as he was known to every one, 
was an active worker in all retail jewel- 
ery association activities, national, state 
and local, and served as a member of 
the board of directors of the A.N.R.J.A. 
He was president of the Indiana as- 
sociation and brought the local jewelers 
together in most harmonious cooperation. 
He was active in civic affairs, served as 
vice-president and director of the Ro- 
tary Club and was a member of the Elks 
Club. His passing is an irreparable loss 
to his family, his friends and the business 
and social life of this city. 

At the time of his death, Mrs. Rindt 
had not returned from their summer home 
on an island at Michigaumie, in the up- 
per peninsula of Michigan, 750 miles from 
here. Messengers were dispatched Tues- 
day night and returned with her early 
Thursday morning. Funeral services, at 
which many from distant cities were 
present, were conducted at the late home 
on 2ist St., Friday morning and his re- 
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mains were laid to rest at Chillicothe 
that afternoon. 

Mr. Rindt is also survived by his son, 
William F., who has been associated with 
the business for the past few years and 
he will assume the management of the 
business. 





M. A. Harentz 


M. A. Harentz, for many years New 
York representative of the well known 
Paris diamond house of A. Eknayan, with 
offices at 527 Fifth Ave., died Septem- 
ber 15 at his home in College Point, L. I. 
He was 59 years old and had suffered for 
some time from heart trouble. 

Mr. Harentz first came to this country 
in 1904. He was born at Yenimahld, 
Turkey, and was educated in France and 
England. Mr. Harentz is said to be the 
first man to introduce fancy cut diamonds 
in this country. They became popular, 
it is said, as a result of his exhibit of 
gems at the World’s Fair in St. Louis 
in 1904. 

The deceased was well known through- 
out the country and had many intimate 
friends in the jewelry trade. His passing 
is regretted by many retail jewelers. He 
was unmarried. 





Announcement has just been made by 
the Gemological Institute of America of 
the election of the firm of Galt & Bro., 
Inc., Washington, D. C., as a member of 
the Institute. ‘The election occurred in 
August. 








IT PAYS 


to buy the best 


WATCH STRAPS 


when they cost no more 


FOR QUALITY 


our prices are 


UNEQUALLED 


We can meet your 
every requirement and 


leave you a GOOD 
PROFIT. 


We make a specialty 
of lines for jobbers, 
wholesalers and watch 
importers. 


WESTERMAN MFG. CO. 
136-140 W. 21st St., New York, N. Y. 
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LOUIS | 
WATCH CO. 


Presents 


Latest Watch Specialties For Fall 


PETS B9.99.2: 4 





No. 200/20 3% L—14K —17 Jewels 
20 Diamonds 





No. 719/20 734 L— 14K —17 Jewels 
20 Diamonds 





No. 1920 4 2/3 L—7 Jewels— 
Chrome. Stainless Back — As- 
lL... ree $6.95 
Gute 1 VOR .. 6s icccccceccces 87.95 





No. 1921 634 L—7 Jewels — 
Chrome Stainless Back —As- 
ee err ee 85.95 
GG 1 VOOM cc cccs cccteccass 86.95 





No. 88 Ladies 
7 Jewel 10 K rolled gold plate $7.50 
15 Jewel 10 K rolied gold plate 89.25 





No. 2001 Gents 
7 Jewel 10 K rolled gold plate $7.50 
15 Jewel 10 K rolled gold piate $9.25 


Exact Sizes Shown 


LOUIS WATCH CO., Inc. 
116 Nassau Street, New York 


Factory: Bienne, Switzerland 
Sales Representatives 


+ 
Sales Manager 


MIDDLE WEST 
Geo. W. Lossau 


EA 
L. A. FRANK, 


PACIFIC COAST 
M. Diamond 











SOUTH NEW YORK CITY 
Chas. Navis Irving Levy 
ERE RRNRRERSENEE ER Sv RE 
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Chauffeur of New York Wholesaler 
Robbed of $8,500 in Jewels 


CuHicaco, Sept. 19.—Henry Davidson, 
of Davidson & Sons Jewelry Co., Inc., 
20 W. 47th St., New York, suffered a loss 
of approximately $8,500 in jewelry on 
Sept. 18, when his chauffeur was rob- 
bed by two bandits while the jeweler was 
calling on a customer. 

Mr. Davidson had left his automobile 
in the charge of the driver, Edward Tro- 
ken, and had been calling on a jeweler 
on S. Halsted St. He came from the 
store to get his sample cases, but neither 
car nor driver was in sight. 

While waiting for Mr. Davidson, Tro- 
ken was intimidated by the bandits who 
appeared on both sides of the car, forc- 
ing him to drive to 60th Place and 
Normal Blvd., where he was ejected. 


At his office in New York Mr. David- 
son told THE JEWELERS’ CiRCULAR-KeEy- 
STONE that the loss was entirely covered 
by insurance. 


ANRJA Again Chooses New York as 
Convention City for 1936 Meeting 


The American National Retail Jewelers 
Association at its headquarters in New 
York has announced that the 1936 con- 
vention will be held in New York, at the 
Waldorf-Astoria Hotel, the week of Au- 
gust 24. 

This action on the part of A.N.R.J.A.’s 
executive committee was taken in re- 
sponse to hundreds of requests of retail- 
ers, manufacturers, wholesalers and im- 
porters, following the phenomenally suc- 
cessful convention held last month, when 
over 2200 people were registered. 

Having made this early choice of the 


time and place for the 1936 convention, the | 


association is planning an intensive pro- 
motional drive that will insure a larger 
attendance even than at the 1935 meeting. 


Albert J. Stark 


Denver, CoLo., Sept. 8—Albert J. Stark, 
82, of 1434 Corona St., who had been 
in the jewelry business here since 1879, 
died at his home Sunday night. He had 
been in ill health several years, but 
continued active in business. 

Mr. Stark was born near Milwaukee 
and became interested in watch repair- 
ing early in life. 

He settled in Denver in 1878, and then 
went to California. He returned to 
Colorado the next year. After experi- 
menting with mining, he opened his first 
jewelry store here at Eleventh and Lari- 
mer Sts. in 1879 and was the proprietor 
of a jewelry store continuously up to the 
time of his death. The present store is 
at 1536 Glenarm PIl., and his two sons 
who survive, Murray E. and Frank C.,, 
were associated in the business with him. 

His wife, Mrs. Martha J. Stark, died 
on May 28, 1932, at the age of 80. She 
met Mr. Stark a short time after arriving 
here in 1881 from New York. 
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French’s Specials in Sterling Silver. Values 
that will pep up your showings—and your 
profits. Ask for the new 32 page catalog 


and price list just off the press. 














No. L 2058 

Serving Tray 4%” x 9”. 

No. 2059 

Sugar and Creamer to match Paul Revere 
Bowls. 


No. 5034/1B 
Child’s Brush and Comb Set. 


No, 4697 
After Dinner Coffees (Lenox China Lin- 
ings). 


G-H-FRENCH&CO. 


NO. ATTLEBORO 
MASSACHUSETTS 














FISHER 
ROSARIES 





Tae FER Line 


Su - © Pat. ornee ane conan 


When your wholesaler shows you 
Fisher Rosaries you know he has 
selected a quality line that repre- 
sents as good value as the market 
affords. You can sell them with 
full assurance that they will give 
complete satisfaction. Made in 
Sterling silver and in gold-filled 
with hard enamel centers and 
crosses—beads are crystal or col- 
ors. Retail from $5 to $15. 
2 
EXTENSIVE LINES OF FINE 
SPORTS JEWELRY 
COMPACTS 
NOVELTIES 


J. M. FISHER COMPANY 


Manufacturer to the Wholesaler for over Fifty Years 


ATTLEBORO (Est.1879) MASSACHUSETTS 


The Most for the Money” for over Fifty Years 














Instructive Publicity Program 


An intensive program of publicity has 
been carried on by Mirabeau C. Towns 
and Richard H. Van Esselstyn, dealers in 
gems, 3 Maiden Lane, New York, during 
the summer months. But, according to 
these two jewelers, their summer has by 
no means been a dull one. During this 
time they have lectured on precious stones 
and exhibited a collection of gems and 
gem minerals before nearly 5000 persons. 
Most of their engagements have been at 
the popular summer resort hotels, some of 








them the most exclusive hostelries in the 
East. As explained by Mr. Van Esselstyn, 
no attempt is made to sell jewels on these 
trips and persons showing interest in 
jewelry are referred to their local jew- 
elers. He reports that in most cases great 
interest was shown in the lecture and ex- 
hibits and that many of the managers 
of the various hotels have asked the jew- 
elers for return engagements. At pres- 
ent Towns and Van Esselstyn have book- 
ings for several months ahead among 
the hotels which have Fall seasons. 





Nation-Wide Radio Campaign to Stimulate Watch Repair Business 
Attracting Favorable Attention 


During September an intensive pro- 
gram of radio advertising to the con- 
sumer, urging the owners of watches 
everywhere to “Have your watch exam- 
ined at least once a year,” began on a 
nation-wide scale. A total of 118 stations 
are being used on two schedules, which 
broadcast on alternate Mondays between 
the hours of 4 and 7 p. m. 

The broadcasts include dramatized 
sketches stressing the importance of keep- 
ing timepieces in perfect working condi- 





millions of listeners will hear these mes- 
sages, stimulating the repair business for 
the jeweler. 

The programs are divided into two 
schedules, one of which began on Sept. 9 
and the other on Sept. 16. The stations 
on these schedules, the cities in which 
they are located, and the time of the 
broadcasts are given in the tables: below. 

Swartchild & Co., Inc., dealers in watch 
materials and jewelers’ supplies, are 
sponsoring this campaign as a service of- 
fered to retail jewelers of the country. 





tion. During the extent of the campaign 
Beginning 
and alternating Mondays thereafter 
Station Lecation Time 
WAPI Seeteghom, am. 6:15 P. M. 
KOY oenix, Ariz 6:43 P. M. 
KLZ Arey Colo. 6:30 P. M. 
WTI Hartford, ae 6:00 P. M. 
Wwssv Washington, D .@ 6:29 P. M. 
Tampa, FI! 5:30 P. M. 
WGST Atlanta, Ga. 5:30 P. M. 
Macon, 6:46 P. M. 
Savannah, Ga. 5:68 P. M. 
WJBO Bloomington, I. 6:30 P. M. 
WCLS Jolie 5:30 P. M. 
WROK ee ord, Ill. 6:44 P. M. 
WHBF Rock Island, Il. 6:00 P. M. 
WGBF Evansville, ind. 6:30 P. M. 
WBOW Terre Haute, Ind 6:00 P. M. 
WKBB Dubuque, Iowa 6:00 P. M. 
WIBW Topeka, Kan. 6:60 P. M. 
ietingss, Ky. 6:68 P. M. 
WPAD aducah, Ky. 6:65 P. M. 
KWEKH jt ey 5:00 P. M. 
WLBZ Bangor, Me. 6:26 P. M. 
WBAL Baltimore, Md. 6:16 P. M. 
WSAR Fall River, Mass. 6:66 P. M. 
WNBH New Bedford, Mass. 6:44 P. M. 
WFDF Flint, Mich. 6:60 P. M. 
WIBM Jackson, Mich 6:46 P. M. 
WJIM Lansing, Mich. 6:46 P. M. 
WDGY Minneapolis, Minn. 6:00 P. M. 
KSD 8t. Louis, Mo. 6:16 P. M. 
WCOC Meridian, Miss. 6:60 P. M. 
KFOR Lincoln, Nebr. 5:30 P. M. 
WFEH Manchester, N. H. 6:00 P. M. 
WNEW Newark, N. J. 6:68 P. M. 
KOB Albuquerque, N. M. 6:60 P. M. 
WNBF Binghamton, N. Y. 6:45 P. M. 
Roc —_ N. Y. 5:00 P. M. 
WPTF Raleigh, N. C. 65:30 P. M. 
WDAY Fargo, N. D. 6:00 P. M. 
WADOC Akron, Ohio 5:00 P. M. 
Canton, Ohio 6:16 P. M. 
N Youngstown, Ohio 5:30 P. M. 
KTUL PA eh 6:16 P. M. 
WLEU Erie, Pa. 6:46 P. M. 
WBRE Wilkes-Barre, Pa. 6:45 P. M. 
WJAR Providence, R. I. 6:30 P. M. 
WOSO- Charleston, 8. C. 6:00 P. M. 
wis Columbia, 8. Cc. 6:45 P. M. 
K800 Sioux Falls, 8. D. 6:00 P. M. 
wDoD cuaceemeeee, Tenn. 6:45 P. M. 
WLAC Nashville, Tenn. 65:69 P. M. 
KNOW Austin, Tex. 6:00 P. M. 
KTAT Ft. Worth, Tex. 6:00 P. M. 
KTSA San Antonio, Tex 6:30 P. M. 
KSL Salt Lake City, Utah 6:45 P. M. 
WOAX Burlington, Vt. 5:69 P. M. 
WRVA _ Richmond, Va. 6:39 P. M. 
Wheeling, West ng 6:45 P. M. 
KFIZ Fond du Lac, W 5:55 P. M. 
WCLO = Janesville Ny 6:00 P. M. 
WIBA Madison, Wis. 6:30 P. M. 
Time indicated is prevailing local station time 








Beginning 

and alternating Mondays thereafter 

Station Location Time 
WSFA Montgomery, Ala. 5:50 P. M. 
KLRA Littl hey ~ 4 Ark. 6:46 P. M. 
KGHF Pueblo, Co 6:45 ©. M. 
WJAX pA nh ay Fla. 6:35 P. M. 
WTFI Athens, Ga. 5:58 P. M. 
WRDW Augusta, Ga 6:46 P. M. 
WRGA Rome, Ga 6:15 P. M. 
WsJD Chicago, Ill 6:00 P. M. 
f} Decatur, Ill. 1:30 P. M. 
Peoria, iil. 5:38 P. M. 
WOBS or eld, Il. 6:68 P. M. 
wGL ayne, Ind 6:00 P. M. 
KRNT Des Moines, Iowa 6:45 P. M. 
wMT Cedar Rapids, Iowa 6:30 P. M. 
KFH Wichita, _ 5:46 P. Me. 
WAVE Louisville, Ky. 6:40 P. M. 
New Orleans, La. 6:16 P. M. 
WRDO u , 6:00 P. M. 
CSH Portland, Me 6:16 P. M. 
WBZ-WBZA 4:28 P. M. 
WLLH Lowell, Mass. 4:68 P. M. 
WTAG Worcester, Mass. 6:00 P. M. 
WOOD-WASH Gd. Rapids, Mich. 5:35 P. M. 
WKZO Kalamazoo, Mich. 6:00 P. M. 
WEBO Duluth, Minn. 6:29 P. M. 
Kansas City, Mo. 5:00 P. M. 
WIJDX Jackson, Miss. 6:30 P. M. 
KGIR Butte, Mont. 6:00 B. M. 
wow Omaha, Neb. 5:15 P. M. 
WHEB Portsmouth, N. H. 6:16 P. M. 
WTHJ ‘Trenton, N. J. 6:00 P. M. 
WABY Albany, N. Y. 5:15 P. M. 
WESG- Elmira, 5:16 P. M. 
WSYR_ Syracuse, " Y. 6:29 P. M. 
Wwsoc Charlotte, N. C. 5:30 P. M. 
wsJs Winston- ’alem, N.C. 5:30 P. M. 
KFYR Bismarck, D. 6:00 P. M. 
@ Dayton, Ohio 5:30 P. M. 
WPAY Portsmouth, Ohio 5:30 P. M. 
KOMA Oklahoma City, Okla. 5:30 P. M. 
WFBG Altoona, Pa. 4:16 P. M. 
WGBI Scranton, Pa. 5:29 P. M. 
WRAK Williamsport, Pa. 6:01 P. M. 
WSPA_  Spartansburg, 8S. C. 5:00 P. M. 
WNAX Yankton, 8S. D. 6:00 P. M. 
WNOX Knoxville, Tenn. 5:00 P. M. 
WMC Memphis, Tenn. 5:30 P. M. 
KRLD Dallas, Tex. 5:45 P. M. 
KTRH Houston, Tex. 5:29 P. M. 
WACO Waco, Tex. 6:00 P. M. 
WSBY Rutland, Vt. 6:00 P. M. 
WTAR Norfolk, Va. 6:30 P. M. 
WDBJ Roanoke, Va. 5:16 P. M. 
WSAZ Huntington, W. Va. 5:00 P. M. 
WTAQ- Eau Claire, Wis. 5:45 P. M. 
WHBY- Green Bay, Wis. 5:30 P. M. 
WKBH LaCrosse, Wis. 6:15 P. M. 
WHBL Sheboygan, Wis. 6:05 P. M. 
Time indicated is prevailing local station time 
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Courageous New York Jeweler Fights 
Off Bandit Pair 


Morris Nemetz, retail jeweler at 449 
Sixth Ave. New York, on Sept. 7 
thwarted single handed two armed hold- 
up men who attempted to rob him of his 
$15,000 stock. 

He was alone in the shop when the 
first bandit entered, producing a gun. 
The jeweler grappled with him, grab- 
bing the gun, but a second bandit ap- 
peared and together the intruders forced 
him up a circular stairway to a balcony 
in the rear. They were attempting to cover 
his mouth with adhesive tape when he 
kicked one of the robbers in the stomach. 
The other man then attacked him, but 
the jeweler managed to get hold of his 
gun hand. A shot was fired, shattering 
the front window, and the bandits fled, 
fearing the noise would attract help. 

The jeweler pursued them to the street 
where they escaped in a small car. 


Associated Credit Jewelers of N. Y. 
and N. J. Adopt Code of Fair 
Trade Provisions 


With a few minor changes, the Asso- 
ciated Credit Jewelers of New York and 
New Jersey will continue to abide by the 
fair trade provisions of the old Retail 
Jewelry Code and the additional regula- 
tions adopted by the association when it 
was organized under the auspices of the 
Retail Jewelry Code Authority for the 
New York metropolitan trade area. This 
decision was made unanimously at a 
meeting of the association on Sept. 19 at 
the Hotel Paramount, New York. Mem- 
bers of the association were present from 
all parts of New Jersey and from met- 
ropolitan New York. The meeting was 
one of the largest the association has 
ever held. 

The principal business was considera- 
tion of the report of the Advertising 
Committee, of which Rowland D. Good- 
man, Tappin’s Jewelry Stores, Inc., New- 
ark, is chairman. In substance, the com- 
mittee’s report called upon. credit jewel- 
ers to maintain the old code and to 
adhere to regulations that will continue 
to grade up the jewelry business. The 
report was accepted unanimously and 
arrangements will be made to check all 
advertising—-newspaper, radio, direct 
mail and window display—to see that 
the regulations are followed during the 
busy season just ahead. All other jewel- 
ers who advertise will be asked to adhere 
to the regulations regardless of whether 
or not they are members of the associa- 
tion. 

Complaints regarding violations will 
be received by Wm. Wagner, who served 
as executive secretary of the Retail Jew- 
elry Code Authority for New York and 
New Jersey and who is now executive 
secretary of the Associated Credit Jewel- 
ers of New York and New Jersey. The 
cooperation of newspapers will be en- 
listed to obtain compliance with the pro- 
visions governing newspaper advertising. 

An exhaustive report on the wage as- 
signment and garnishment situation was 
made by Mr. Wagner. He recommended 
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that the credit jewelers and all other | 
merchants who sell on deferred payments 
and take wage assignments to secure 
indebtedness should unite in bringing 
about self-regulation. He said that in- 
vestigation discloses that unless this is 
done, the value of both assignments and 
garnishments unquestionably will be im- 
paired by restrictive legislation. 

The members of the association voted 
approval of the plan proposed by Mr. 
Wagner and recommended to all credit 
jewelers that they should join in making 
it successful. It is expected that the 
voluntary control machinery will be ready 
for operation in the near future. 

The membership directed President 
Hirshberg to name a committee to make 
preliminary plans for a convention and 
dinner to be held sometime after the first 
of the year. If the convention is held, 
credit jewelers from the various eastern 





states will be invited to participate. 


— | 


New York Salesman Robbed of 
$15,000 in Gems 


Cuicaco, Sept. 21.—Jack Hoffman, rep- 
resenting Aisenstein-Woronock & Sons, 
New York was robbed at 9 a. m., Sept. 
20, of jewelry valued at more than 
$15,000 as he was starting to make a call 
on the trade. 

He had just left the Congress Hotel, 
accompanied by his carrier, and when he 
reached Wabash Ave. and Congress St. 
two men with revolvers jumped out of a 
car and took the cases of jewelry car- 
ried by his assistant. When they at- 
tempted to take a case carried by Mr. 
Hoffman, he resisted, calling for help, 
and the bandits fled in their car with the 





loot they had. 





Wellington M. Corkins 


HartTrorD, CoNN., Sept. 2—Wellington | 


M. Corkins, 61, assistant treasurer of 
Henry Kohn & Sons since 1915 and 
prominent in Masonic circles here for 
many years, died ‘Tuesday morning, 
Aug. 27, at Hartford Hospital, after a 
short illness. His home was at 282 
Sigourney St. 

He was born April 20, 1874, in Wind- 
sor, a son of the late William and 
Emeline E. (Cone) Corkins and had 
lived here for many years. For more 
than 25 years he had been head of the 
bookkeeping department at Henry Kohn 
& Sons. When Henry Kohn died in 1915, 
Mr. Corkins was made assistant treas- 
urer of the company. 

His Masonic affiliations included Hart- 
ford Lodge, No. 88, AF&AM, Pythagoras 
Chapter, RAM; Wolcott Council, RS&M, 
and Washington Commandery, No. 1, 
KT. Mr. Corkins was past patron of 
Hartford Chapter, No. 64, OES. He was 
a member of Trinity Episcopal Church. 

Mr. Corkins leaves a daughter, Miss 
Barbara M. Corkins of Hartford; two 
sisters, Mrs. Jordan C. Wells of Wethers- 
field and Mrs. Agnes L. Fox of Lansing, 
Mich.; a brother, Frederick A. Corkins 
of West Hartford; and a niece, Miss 
Marion McCorkell of Hudson, N. Y. 
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TUBULAR 


WATCH STRAPS HELP 


SELL WATCHES 










WHY ? 


Because they are 
more attractive and 
comfortable! 


BE CONVINCED! 


Wear one and you 
will always want a 
tubular strap. 


Made from 


SPLIT-PROOF 
PATENTED 
STITCHED 
TUBING 


Manufactured ONLY by 


A. SAUER & COMPANY 


Factory 


707 GLENN BUILDING, CINCINNATI, OHIO 
New York Office 


14 E. 32nd STREET 

















This booklet has sold nation- 
ally for 50 cents. But we have 
given it free to our customers, 
and we will send it free to 
you. . . AT ONCE, upon 


receipt of the coupon below. 


This brochure of ours covers 
the field of practical gold- 
buying from A to Z, simply 
and clearly. 


Best of all, it tells you what 
to beware of when buying 
scrap gold. 


“How To Test Old Gold” 
should be worth its weight in 
gold to you. Use it to augment 
your income. 


HOOVERI& STRONG, Inc. 
119 W. Tupper St. 
Buffalo, N. Y. 


(We buy and refine scrap gold, 
filings, bench sweep, floor sweep, 
etc. We make a complete line of 
jewelers’ plate, wire, solders, al- 
loys, and pure metals. Write for 
our price list.) 


Please send me at once, free, a 
copy of “How To Test Old Gold.” 

In return, I promise to send you 
before Jan. 1, 1936, a shipment of 
gold scrap or other precious metal 
wastes, for refining. (Or, enclosed 
find 50 cents for a copy of “How 
To Test Old Gold.”) 


NAME 


ADDRESS 











Walter H. Pruefer 


ProvipENCE, R. I., Sept. 5.—Walter H. 
Pruefer for more than a quarter of a 
century identified with the manufacturing 
jewelry industry of this city, was buried 
this afternoon, his funeral being attended 


| by a number of the older members of the 








industry. Burial was at Grace Church 
Cemetery. He died September 3 follow- 
ing an illness of several months’ dura- 
tion. 

He was born in Germany 57 years ago, 
but came to this country as a boy and 
after attending public schools learned 
the jewelry business. About 30 years ago 
he became a partner in the manufacturing 
firm of Fischer & Preufer, with which he 
remained until its dissolution about five 
years ago. Since then he has conducted 
a small business for himself. He is sur- 
vived by his widow, two sons, two sisters 
and three brothers. 





Max Eger 


PITTSBURGH, Pa., Sept. 2—Max Eger, 


| 46, oldest of four brothers, each of whom 


operates a retail jewelry store in west- 
ern Pennsylvania, died suddenly Friday 
morning, Aug. 30, from a heart attack 
in his store, 422 Mill St., Corapolis, Pa. 
He had been ailing for some time but 
was thought to have been improving 
when he suddenly collapsed and died 
before medical aid could reach him. 

Mr. Eger is survived by his widow, 
Mrs. Mary Eger, and two children, 
Elmer, 16, and Irma, 12, and by three 
brothers, David Eger, New Kensington, 
Pa.; Herman Eger, Alliquippa, Pa.; and 
William Eger, Leechburg, Pa. 

Funeral services were held from the 


family home, 7465 Yale Ave., Neville | 


Island, Pittsburgh. 


Mrs. Eger and a nephew, Bernard | 
| Eger, will continue to operate the store. 





Alfred O. Bald 
Alfred O. Bald, president of the Cana- 


| dian Corporation of the Bulova Watch 


Co., died Aug. 16 as a result of a frac- 
tured skull which he sustained in an auto- 
mobile accident on Aug. 2. 

Two years ago Mr. Bald was the vic- 
tim of another accident, and it is be- 
lieved that the aggravation of these old 
injuries caused by the smash-up on Aug. 2 
brought about his death. 

Born in Canada, Mr. Bald was for 
years in the retail jewelry business and 
at one time was secretary of the New 
York State Retail Jewelers’ Association. 
He was manager of the E. H. Hufnagel, 
Inc., store in Mount Vernon, N. Y., and 
before that was proprietor of his own 
business in Buffalo. In 1923 he entered 
the employ of the Bulova Watch Co. as 
salesman of the New York territory. Four 


years later he was sent to Canada to take 


charge of the Toronto office of the Bulova 
Co. and later, when the Canadian corpo- 
ration was organized, he became presi- 
dent. 

He is survived by his widow, Bernice 
Bald of Erie Beach, Fort Erie, Ont., and 
six daughters. 
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ROBERT BRUCE 
' Sterling Flatware 


The virility of Old 
English and Nor- 
man Gothic is in 
this reproduction 
of an ancient pat- 
tern. 


vv 


Largely hand made. 
Exclusive 
* 
TROPHIES 
AND 
PRESENTATION 
PIECES 
vv 
There is no factory 
better qualified for 
Fine Sterling 


Hollow Ware 


at Competitive 
Prices 


Graft, Washbourne & Dunn 


SILVERSMITHS 


OO 


TRADE MARK 


142 WEST FOURTEENTH STREET 
NEW YORK CITY 

















71 Nassau St. 

















YES / 


We Are 
VERY BUSY 


This indicates many things: 
Primarily that 


TIMES ARE BETTER 


But it emphatically shows that 
we have in stock just what the 


MARKET NEEDS 
OUR STOCK 


is the largest in the country 
and decidedly the most varied. 
Diamonds, Pearls, Rubies, Sap- 
phires, Emeralds, Zircons, Cul- 
tured Pearls, Synthetic stones 
and imitations, etc., etc. 


Get in touch with us 
IMMEDIATELY 





S. NATHAN & CO. 


INCORPORATED 


New York, N. Y. 
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NEW YORK: 


Jewelry News of the Metropolitan District 


Wm. S. Honigbaum, importer of Ori- 
ental pearls, has announced the removal 
of his offices from 110 W 55th St. to 88 
Nassau St. 


The Henry V. Harteveldt Co., 10 W. 
47th St., New York, announced that 
Lew Kane has been retained as its sales 
representative in the Middle West. 


Announcement has been made _ by 
Jacques Mandelbaum, Inc., diamond im- 
porter at 2 W. 46th St., that Henri Dui- 
zend is now representing this concern. 


Henry Miller, of Miller & Veit, dia- 
mond importers, 630 Fifth Ave., sailed 
Sept. 5 on the Champlain on a purchas- 
ing trip to the markets of Amsterdam and 
Antwerp. 


H. Wasserman, retail jeweler at 152 
E. 42nd St., has announced that on or 
about Oct. 1 he will be located in a new 
and larger store at 408 Lexington Ave., 
near 42nd Street. 


F. & F. Felger, Inc., of Newark, an- 
nounces that Victor Alfieri, formerly with 
Davidson & Schwab, Inc., is now in 
charge of the Felger’s New York office 
at 608 Fifth Ave. 


J. Bradburd, formerly with Schutte & 
Wilson, Room 700, 102 Fulton St., has 
taken quarters in Room 702 of the same 
building as proprietor of the Jewelers’ 
Repair Service Co. 


Among the articles filed recently by 
new New Jersey corporations were the 
papers of Kappel Wholesale Jewelers, 
Inc., 40 Veterans Sq., Jersey City; Harold 
V. Busch, agent. Capital stock is $25,000. 


Louis Gurfein, of Louis Gurfein & Son, 
608 Fifth Ave., who is still abroad buying 
in the diamond markets of Antwerp, 
Amsterdam and London, is expected to 
return sometime this month for a short 
stay in this country. 


Announcement was made recently that 
Mrs. Jeanne B. Price, of Chappaqua, 
N. Y., is the winner of the Bulova Watch 
Co.’s display contest sponsored by the 
New York School of Display. Mrs. Price 
was awarded a wrist watch. 


William P. Kramer, for ten years a 
retail jeweler of Lindenhurst, L. I., is 
now operating the store formerly the 
business of James Wheeler on the Jericho 
Turnpike, Floral Park. Mr. Kramer has 
installed equipment for the repair of 
optical goods. 


The following representatives of the 
Louis Watch Co., 116 Nassau St., are 
now covering their respective territories 
and report encouraging business with a 
bright outlook for the Fall: L. A. Frank, 
East; M. Diamond, Pacific Coast; George 
W. Lossau, Midwest; Charles Navis, 
South; Irving Levy, New York City. 
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Harold Tritt, 
and precious stones, returned recently 
from Paris and London on the Aquitania. 
He reports the gem markets there strong, 
with fine quality goods bringing higher 
prices than in New York. Mr. Tritt has 
announced that he will open his own 
office in New York. 


Joseph Back, formerly with well-known 
platinum and gold jewelry special order 
houses, has become a member of the firm 
of the Empire Jewelry Co., 562 Fifth Ave. 
The members of the firm are Joseph Back 
and Leonard Lebov. Leonard Lebov is 
a custom jewelry manufacturer who was 
formerly located at 83 Canal St. 


Karlan & Bleicher, Inc., manufacturers 
of ring findings, 188 W. 4th St. an- 
nounce that Sam Breger has joined their 
selling force as a traveler. Mr. Breger 
is receiving congratulations and best 
wishes from the many friends he has 
made in the 20 years he has been as- 
sociated with the jewelry industry. 


The business of Barr & Willis, Hunt- 
ingdon, L. I., has been taken over by 
Charles A. Willis, manager of the store 
for the past 31 years. He has purchased 
the interests of the late George F. Barr, 
and will now operate the store under his 
own name as sole owner. Mr. Willis was 
for five years in the emnloy of Black, 
Starr & Frost. 


Announcement has been made by May- 
er & Mulligan, Inc., cutters and import- 
ers of precious stones, 15 W. 47th St., 
that Lawrence E. Mulligan has severed 
all connections with that concern. Mr. 
Mulligan has taken temporary quarters 
in Suite 1702, 15 Maiden Lane, where he 
is conducting his own business of dealing 
in precious stones. 


The class in jewelry design sponsored 
by Mechanics Institute, 20 West 44th 
St., started its fall season on Sept. 27, 
Friday evening. C. A Jakobb, designer 
in the trade and instructor of the class, 
announces that more than 50 students 
have already enrolled for the season’s 
work. Classes will be held every Fri- 
day evening from 7 to 9 p.m. 


Announcement has been made by the 
American Museum of Natural History of 
a program of talks on the cultural ap- 
preciation of gems, to be given by Her- 
bert P. Whitlock, curator of minerals 
and gems, at 4 p. m., Saturday afternoons, 
starting Oct. 19. The talks will be 
delivered in Room 202, School Service 
Building, at 77th St. and Central Park 
West. 


Two bandits robbed Bernard Lessner, 
salesman for the Bristol Seamless Ring 
Co., 71 Nassau St., on Sept. 6 while he 
was walking on Forsythe St., and escaped 
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dealer in black pearls | 


DIAL REFINISHING 





Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 


71-73 Nassau Street, New York 


Orders for Jobbi Stones and ponstare 
Work Carefully and Promptly Fille 


Same Day Service GUARANTEED 





All jobs leave our shop same day received 


U. $. Watch Dial Mig. Corp. S20 Yonk 








RING FINDINGS 


ASSEMBLED 
Quotations on request 
A. W. MAYER & CO., INC. 
36 W. 47th ST. NEW YORK 


DIALS ano crock 


REFINISHED LIKE NEW 
HIGH GRADE EUROPEAN METHOD 
24 Heur Service 


Write for Price List 


ROvAS. BAL. & yt co. 
jassau St., New Y 


SOLE DISTRIBUTORS OF 
E. MATHEY-TISSOT & CO. 
NORMIS 
CHRONOMETER CYMA 
WATCHES CLOCKS 


NORMAN M. MORRIS 
INCORPORATED 


608 FIFTH AVE. 


CHINESE GEMS Co, 
JADE INC. 

and other Semi- 

Precious Stones for 

Compacts, Bags, 

Picture Frames and Boxes. 




















NEW YORK 








Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 


JE] RECE—— 


WATCHES IN LEATHER 


48 WEST 48TH ST. NEW YORK 


























EXPERT REPAIRS 


SILVERWARE 
Greatest Care Given to Heirlooms 
No job too small or too much trouble 


217 E. 38th St. 
CURRIER & ROBY 77.5." : 


























farker.~. 


Micro-Synchronized Balance—Timed by 
Western Union-Naval Observatory Time 


PARKER WATCH CO-580 FIFTH AVE - N.Y. 








E will convert your old movements into stylish 
watches! Repair them, put them in new cases 
and dials at the lowest possible prices. Any kind 
of a watch case supplied. 
We carry a full line of rebuilt watches at reasonable 
prices. 


NU-ERA WATCH CASE CO. 


155 Canal Street New York 











TA HUA CORPORATION 


Best Values-—Lar gest 


CHINESE JADE 


Also Lapis, Turquoise, Carnelian 
Amethyst 


{ssortment 


Wholesale Suppliers to the Jewelry 
Trade 
Stones for Compacts, Smokers’ 


AC cessories, Bags 


DIRECT IMPORTERS 
48 West 48th St. INES an hola 








Silver repairing and refinishing. 
Vanity, Cigarette Cases and Bag 
Frames our specialty. 


Established over twenty-five years. 


CHARLES GRABHORN ‘ ‘vewonx** 





The Gift To Her Fiance 
THE STAR SAPPHIRE RING 





Gems of Fascination 


LOUIS N. MARX 


551 Fifth Ave. New York 
Tel. MUrray Hill 2-8838 
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with a sample case containing mounted 
jewelry valued at about $8,000. The loss 
was fully covered by insurance. The 
bandits jumped from a car, forced the 
salesman up against the side of Public 
School 65, and there at point of gun 
snatched his leather case. 


Lazar Kroll, 76 years old, retired 
wholesale jeweler, who for many years 
was located on the East Side, and later 
on Maiden Lane, died on August 27 as 
the result of a heart attack. He resided 
at 168 W. 86th St. Funeral services were 
held in the Park West Memorial Chapel, 
115 W. 79th St., with interment in Beth 
Olem Fields, Cypress Hills, N. Y. He is 
survived by his widow, Mrs. Lura Kroll, 
two sons and two daughters. 


The Jewelry Designers Guild of New 
York held its first meeting of the season 
on Sept. 12 in the Radio Room of the 
Hotel Knickerbocker, 120 W. 45th St. 
Charles Williams, president, presided. 
The next meeting will be on Oct. 17. 


Hordes of curious passersby peered 
over each others’ heads the afternoon of 
Sept. 23 to see the new invisible glass 
installed over the week-end in the front 
windows of Marcus & Co., jewelers at 
Fifth Ave. and 53rd St. The principle on 
which it works is that glass in a certain 
curve, and lighted in the proper manner, 
will show no reflection from any angle, 
so that the spectator fails to see any bar- 
rier whatever between him and the ar- 
ticles displayed. 


The first meeting of the season of the 
Jewelers’ Square Club of New York was 
scheduled to be held in the Opera Tavern, 
147 W. 40th St., on Monday, Sept. 30, at 
which time plans for the annual “ladies’ 
night” were to be discussed. Announce- 
ment has been made that reservations for 
this affair, which will be held Election 
Eve, are already coming in, and a record 
attendance is expected. 


Among the visitors to New York last 
month were A. O. Jenkins, president of 
the Duval Jewelry Co., which operates 
six Florida installment jewelry stores, 
C. L. Wells, general manager, Miss Lucy 
Maxwell, secretary of the company, and 
the managers of the stores: Leopold 
Rosenson, Jacksonville; J. R. Rast, West 
Palm Beach; F. C. Slater, Miami; G. C. 
Stone, Orlando; P. J. Jernigan, Tampa, 
and Miss Alma Mitchell, St. Petersburg. 
This trip is an annual event for Mr. 
Jenkins and his staff, in which all the 
chief eastern jewelry markets are visited 
and new lines viewed. The Duval jew- 
elers included in their itinerary stops at 
the factories in Providence, the Attle- 
boros, Meriden, and Oneida. 


The first regular meeting of the sea- 
son of the Jewelers 24 Karat Club of 
New York was held in the club room, 
608 Fifth Ave., on Sept. 18, with Presi- 
dent Clifford Lamont presiding. It was 
decided that the regular banquet will be 
held, and a committee is to be appointed 
by Mr. Lamont to complete plans for 
this annual occasion. The members rose 
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WEPAY | 


$0.68 per Dwt for 10 KARAT Cold 
05 “ ‘“ 14 ‘“ “ 


1.22 “ “ “ 18 “ “ 
1.48 “ “ “és 22 “ “ 


Weight and Karat Test Guaranteed 
STERLING SILVER, Market Price. 


SWEEPS, FILINGS 
GOLD FILLED SCRAP 


Your lot acourately valued, reported, 
and held for your O. K. 


SLOVES & KRAMER, INC. 


ASSAYERS @ REFINERS 


149 Canal St. NEW — 


RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 

















WATCH REPAIRING 
All W ork Guaranteed One Year. 


GEDDES & CRAMER 


1113 Chrisler Ave., Schenectady, N. Y. 
Service That Satisfies 


The 
TRADE MARK 
for 
QUALITY 
FINDINGS 























LOUIS 
KOPPEL 


Manufacturer of Gold and 
Platinum Ring Mountings to 
Wholesalers 


126 Maiden Lane, N.Y. 














with Sterling Silver Bands 
and 50 Letters En ved 

Complete $7.5 
SEIFERT’S MONOGRAM SHOP 
114 W. Baltimore St., Baltimore, Md. 








WatcH MATERIALS for all 
American & Swiss Watches 

Sole Distributors for ABRA Material 

Fine Watch Repairing for the Trade 


INTERSTATE WATCH Co. 
80 Nassau St. New York, N. Y. 

















DIAMOND 


SCHICKSNAPS 


GOLD 


PLATINUM 


CULTURED 
PEARLS 


*« 
HARRY ¢. SCHICK, INC - NEWARK, N. J. 
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GOLD ALLOYS 


FOR ALL COLORS AND KARATS 
FOR PLATE, WIRE OR CASTING 


GOLD SOLDER ALLOYS 


SPECIAL ALLOYS FOR ENAMELING GOLDS 
H.HENRICH, INC. 


LA 





Traveling and Boudoir Clocks 
S nSeietete Leather Case Service 
110 West 40th St. eo New York 








Become an 


OPTICIAN 


Open Your Own Optical Department 
3 to 6 Month Courses 
Write for Bulletin of Information ‘J’ 


SCHOOL of MECHANICAL OPTICS 


Montague & Henry Streets 
BROOKLYN NEW YORK 


LUCKY HEART 
Diamond Wedding Ring Co. 


SPECIALIZING IN 
FISH-TAIL WEDDING RINGS 
We also set your own Diamonds 

in your Wedding Rings 


105 Fulton St., 












New York 








Gold and Platinum Solders 
“Clinton Alloys” 
For White, Green, Yellow Gold 
Refiners of Precious Metals 


CLINTON REFINING CO., Inc. 
91 E. Kinney St., Newark, N. J. 


REPAIRING 
BY EXPERTS 


in Fine Watches & Jewelry 
A test will convince you 


JEWELERS REPAIR SERVICE CO. 
102 FULTON ST., NEW YORK 
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for a silent tribute to the late T. Edgar 
Willson, editor of THE JEWELERS’ CiR- 
CULAR-KEYSTONE, who died on Sept. 1. 
Mr. Lamont appointed a committee com- 
prising Otto D. Wormser, Jacob Mehr- 
lust and Gustav Niemeyer, to draft suit- 
able resolutions in his memory, which 
are to be engrossed and sent to Mrs. 
Willson. Prior to the regular meeting 
the board of directors met with Alpheus 
L. Brown, chairman. 


In the interest of accuracy it should be 
said that a short article regarding the 
work of George LeVind an engraver for 
Black, Starr & Frost-Gorham, Inc., 594 
Fifth Ave., New York, published in the 
September issue of the Jewelers’ Circu- 
lar. KEYSTONE was inaccurate in that it 
confused Mr. LeVind’s work with the 
Lord’s Prayer pin in an exhibit owned 
by Jules Charbneau at Radio City. The 
pin is a reduction of the Lord’s Prayer 
to a minimum scale by a pantograph or 
mechanical process. Mr. LeVind’s work 
on the other hand is done entirely by 
hand and consists of the alphabet en- 
graved four times on the head of an or- 
dinary pin with the words, “Black, Starr 
& Frost-Gorham Co. Inc.” Across the 
center of the pin and signed “G. L. Le- 
Vind,” making in all 136 letters. 


At the meeting of the Brooklyn Retail 
Jewelers Association, held Sept. 12, in 
the Johnston Bldg., 8 Nevins St., Presi- 
dent Peters announced that progress had 
been made in the work of the Jewelers 
Emergency Tax Committee, an indepen- 


| dent body of jewelers who are fighting 
| the present 


administration of the 10 
per cent manufacturers’ excise tax as it 
is being applied to retail jewelers. Mr. 
Peters pointed out that not only does 
this tax penalize the jeweler for his 
business ability in assembling merchan- 
dise in his own store but, also, the col- 
lectors in going over the books of the 
retailer take much of his time away 
from his business. The latter part of the 
meeting was devoted to a farewell party 
to Dave Heft, of Heft & Korn, retail 
jewelers, 1394 Flatbush Ave. Mr. Heft 
has sold his interest in this business and 
plans to leave about Oct. 1 for Long 
Beach, Cal. The members stood for 
a minute of silent tribute to the late 
editor of THE JEweEvers’ CircuLar-Key- 
STONE, T. Edgar Willson, and resolutions 
were passed by the association in his 
memory. 





REVOLV.IT 


48 W. 48th St. 


SLIDE-IT 
NOVELTY WATCHES 
in combination with 
Lipsticks - Lighters - Clips - Pencils 


J. LIPSCHUTZ 
New York 








URING recent months a rumor to 

the effect that we are retiring from 
business has been brought to our atten- 
tion. We would remind our customers 
and friends in the Trade that, after 
sixty-three years of continuous opera- 
tion, we are prepared to take care of 
their needs in our line, and hope to 
do so for years to come. 


CARRINGTON CO., Inc. 


Manufacturing Jewelers 
42 Walnut Street Newark, N. J. 
New York Sales Agent 


W. C. Carrington, 542 Fifth Avenue 











STRIKINGLY DIFFERENT! 


An Innovation in Ring Boxes 


New, distinctive and cleverly designed for 
—, Ty and effective display. 
4 Ee Se ean be had in Black, Red, 

Green, Mahogany and White Bakelite, beau- 


tifully trimmed, 








CLOSED OPEN 


ONLY 10c. each 
f.0.b. factory 


Send for a sample order of 25 boxes in as- 
sorted colors. Jewelers claim this to be the 
best bargain they ever had 


MANHATTAN CASE CO. 
125 Greene St. New York, N. Y. 














REBUILT 
WATCHES 


Hamilton, Elgin 
and Waltham 


GUARANTEED 


Cases in Great 
Variety at 
Special Prices 











Illinois Cases 


6!/2 & 6% ligne at $3.00 per doz. 
Write for Catalogue 


N. SEIDMAN 


173 Canal St., New York, N. Y. 














THE HOUSE OF JADES 


Mortimer B. Kling 
JADE 


Necklaces -— Pendants 
Bracelets - Earrings 
Rings - Clips 
65 Nassau St. New York 
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“SUPER - SERVICE” 
ROLLING MILLS 


ae 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 


motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 
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ANCHESTER 
SILVER COMPANY 
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MARSH BUCKLES 
Tie Clips and Sets 


By The Makers 
Tongue Tyed Bracelets 


“* MARSH ‘&2 


ATTLEBORO, MASS. 
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Safe—Stylish—Sim ple 
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; Silversmiths 
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Massachusetts School of Optometry 
INCORPORATED 
Standard Three-Year Day Course 
Post Graduate and Special Courses 
Arranged 
For further information address: 


1114-1118 BOYLSTON STREET 
Boston, Massachusetts 





‘ : con 
EUREKA MEG. CO. 
FAUNTON, MASS. 
Vahkers of 


SILVERWARE BAGS AND ROLES 


approved and used by 


Leading Manutacturers and Retailers 


Saqanples on Request 








PROVIDENCE: 


Happenings in the New England Territory 


Albert Harris for many years fore- 
man for Harris & Fisher and later for 
the Bliss Bros. Co., at Attleboro, died 
early the past month after an illness of 
several months. 

Beginning Oct. 1, the J. A. Foster Co. 
takes over exclusive representation in the 
Providence territory of the Reed and 
Barton line of sterling silver. 

Art Hadley of The Hadley Company, 
Inc., returned the past month from a 
business trip to England. This was his 
87th crossing of the Atlantic. 

Arthur Henius, of Henius Co., has been 
appointed chairman of the Roll Call Com- 
mittee for Providence Chapter, American 
Red Cross, to take charge of the annual 
membership campaign which is to com- 
mence Oct. 14. 

William H. McAvoy, colorer in the 
LeStage Manufacturing Company’s jew- 


elry factory at North Attleboro, died in | 


the shop Sept. 9, a few minutes after 
being stricken with a heart attack. He 
is survived by his widow and two daugh- 
ters. 

The Freeman-Daughaday Co. of Provi- 
dence has announced the formation of 
the F. D. Co. to manufacture a complete 
line of costume jewelry. Offices and 
showrooms for the subsidiary company 
have been opened at 347 Fifth Ave., 
New York. 

Charles A. Whiting, president of the 
Whiting & Davis Co., of Plainville, has 
announced tthe appointment of Miss Bis- 
sell Brooke as director of publicity. Miss 
Brooke has established an office and dis- 
play bureau in New York and will con- 
duct a national promotion campaign on 
mesh products. 

The Hingeco Mfg. Co., manufacturers 
of jewelers’ findings, vanity and cigar- 
ette cases, has purchased a large mill 
building at Amherst St. and Tuxedo Ave. 
in the Olneyville district, which it is re- 
modelling and to which it will remove 
from 66 Gordon Avenue as soon as al- 
terations are completed. 

The month just closing has witnessed a 
tightening of loose ends in the manufac- 
turing jewelry industry in the Proyi- 
dence-Attleboro area and _ preparations 
have been completed for the fall trade. 
Slight though the improvement may be, 
and seasonal though it is, there is a gen- 
eral spirit of encouragement. 

The annual outing of the employes of 
the Rueckert Mfg. Co., Providence, was 
held recently at the Peleg Francis Farm, 
in Rehoboth, Mass., nearly 150 employes 
and friends attending. The trip into 
the country was made by motor cars. A 


| clambake was served and the rest of the 


day was featured by a program of sperts 
and games, swimming and dancing. 
The Marathon Company Relief Asso- 
ciation of Attleboro, held its annual meet- 
ing a few days ago and elected the fol- 
lowing officers for the ensuing year: 
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President, Henry Fisher; vice-president, 
Henry Hoffman; secretary and treasurer, 
Miss Helen Devlin; directors, Mrs. Ethel 
Courcy, Harrison Robinson, James Bren- 
nan, William Connelly and F. Clinton 
Sprague. 

Employes of the Waite-Thresher Co., 
held an outing Sept. 8 at the home of Mr. 
and Mrs. LeRoy Nickerson in Harmony 
village. Among the guests were Henry 
G. Thresher, a member of the -firm for 
more than 50 years; Samuel Adams, 
superintendent for 35 years and Eugene 
Knights office manager for more than 25 
years. Basket lunches were eaten on the: 
lawn and sports and games were held. 


MARCASITE 
INITIAL BROOCHES 


IN STERLING SILVER 
MADE TO ORDER 








Distinctly a jewelry store item. 
Arrangements made for sample order. 


Prompt Delivery 


J. MOROCH 


125 CANAL ST. NEW YORK CITY 


UNREDEEMED 


ELGIN and 
WALTHAM 
WATCHES 


Open Face 
7 Jewel, 16 Size 


$4.00 


(With new White 
Fancy Engraved 
case.) 


Same in 15-Jewel: 
$5.00 








Same in 17-Jewel 
$6.00 





Same in 12 


i Aer, $4.00 
with a _ beautif 13 Jewel ive ees 5.00 
Fancy Silver Dial eee 6.00 


Also fine unredeemed Railroad 
Watches similarly priced. 


25% with order, balance C. O. D. 
Cash Buyer of Unredeemed Pledges 


PAUL ROSENBERG 


5 South Wabash Avenue, Chicago 
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THIMBLES—TIE CLIPS 
IDENTIFICATION WRISTLETS 





Simons Bros. Company 


269 So. Oth St. 


Philadelphia 





DIAMONDS 
WEDDING RINGS 


Manufacturers of the Best in Wedding 
3 for Nearly a Century 


ALFRED HUMBERT & SON 
117 So. 10th St. 


Philadelphia 








WATCHMAKER - JEWELER - ENGRAVER 
JOHN C. BAIR 


Bstablished 1913 


119 East Chestnut St. 
LANCASTER, PA. 


ALL WORK I8 GUARANTEED 














MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMER & GIspons, INC. 
117 So. 10TH St. PHILADELPHIA 








BOWMAN 
Technical School 


Ceurses fer Success for 
Watchmakers 


Engravers, Jewelers 
Write for free beok “‘Yeur Future and Our Seheei.”’ 





—- 





JOHN J. BOWMAN, Direster 
Bowman Bidg., Lancaster, Pa. 











Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street - Philadelphia 


BYARD F. BROGAN 








We Are Authorized 
Distributors for 
TELECHRON & REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL PRODUCTS 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


We All erders for these items in the 
Retation as Recetwed 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS 

BL aR NK JEWELERS AND ENGRAVERS 

EASA , Broad and Somerset Streets 
PHILADELPHIA, PA. 


Raye se CH0 
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has installed a rhodium plating plant. 


Bruce Gordon, son of the late Max 
Gordon, is now associated with Harry 
Iskin, 109 S. 8th St. 


Joseph B. Bechtel, 729 Sansom St., has 
returned home after a six weeks’ trip to 


| Alaska in company with Mrs. Bechtel. 


M. Feinstein, manufacturing jeweler, 
formerly at 719 Sansom St., is now located 
on the second floor of the Bechtel Build- 
ing. 


R. J. Wrenn, formerly sales represen- 
tative for the Mabie, Todd Co., is now 
traveling for the Non-Retailing Co., Lan- 
caster. 


Mackey & Kelly, 2339 Darby Road, 
Oakmont, Upper Darby, Pa., have opened 
a branch store in 30 E. Lancaster Pike, 
Ardmore, Pa. The new establishment 


will be under the personal supervision 
of Mr. Kelly. 


Charles Diehl, retail jeweler, 1011 


Chestnut St., was held up and robbed of | 
$3,400 worth of diamond rings and loose | 


diamonds on Saturday afternoon, Aug. 31. 
The robber entered his establishment and 
inquired as to the price of a Chinese 
vase and while Mr. Diehl was showing 
it to him, the robber covered Mr. Diehl 
with a gun. Mr. Diehl attempted to 
throw the vase through a glass door and 
while in the attempt was struck by the 
intruder and knocked unconscious. When 
he regained consciousness he found him- 
self gagged and bound with electric wire. 
He finally managed to remove the elec- 
tric wire from his wrists and called the 
police. The robber had an accomplice 
and to date the police have been unable 





to apprehend the intruders. The loss is 
partly covered by insurance. 
August H. Hunt 

PHILADELPHIA, Pa., Sept. 16—August 


H. Hunt, 87, who until stricken ill nine 
weeks ago was one of the oldest active 
clockmakers in this city, was buried to- 
day following services at his residence, 
3041 N. Rorer St. Interment was in 
Northwood Cemetery. 

The firm of Riggs & Bro., 310 Market 
St., with which he had been associated 
for 63 years, closed at noon in tribute to 
his long service. 

Mr. Hunt died last Friday. A native 
of Germany, where he first learned many 
of the fine points of his craft, he came 
to the United States as a boy of 17 and 
settled in New York. 

Several years later he moved to Phila- 
delphia to join Riggs & Bro. as an 
expert clockmaker. Mr. Hunt, a bachelor, 
was a member of the Young Maenner- 
chor. 





Wisconsin Guild Meeting 


MILWAUKEE, Wis., Sept. 14—The Wis- 
consin Guild of the American Gem Socie- 
ty will meet in the Hotel Pfister, in this 
city, on Thursday evening, Oct. 17. This 
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| meeting will be addressed by Hans J. 


Bagge of J. Milhening, Inc., Chicago. 


, , | Mr. Bagge will have considerable inter- 
Louis J. Meyer, Inc., 804 Walnut St., | esting material regarding diamonds and 
| photographs of the South Africa diamond 


| mines will be shown. 
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CYMA WATCHES 
FOR BEAUTY AND ACCURACY 


Awarded seven first prizes for accuracy 





Neuchatel Observatory May 19, 1935. 
Factory Distributor 
| LOUIS SICKLES = PuiLADECERIS, BA: 








CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X. ZIRNKILTON 


Z IRNKILTON 


PHILADELPMIA 








woonb 
WATCH CASES 
EDWIN A. NEUGASS 


MANUFACTURER 
212 E. 40th St. New York 








C Ope me. 


MANUFACTURING JEWELERS 
SPECIAL ORDER WORK—REPAIRING 
T11 SANSOM ST. PHILADELPHIA 


ar as > re 


oe eee 








OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SW EEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts of the 
U. 8. prove our checks satisfy 


Your lot le accurately vaiued, reportec 
same day as received and held intact 
awalting your OK. 


EMPIRE SMELTING & REFINING CO 
Metallurgical Chemists 
713 Samsom Street, Phila., Pa. 
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WOLFSON & GRAU 


Manufacturing Jewelers 


Our Specialty 
Diamonn Setrme ano Sreciat Orver Worx 
Warten ano Jeweray Repainine 
Exeravina ano Carvine of Aut Kinos 
Aso Stampine of Learner Goons 


416 CLARK BUILDING 


PITTSBURGH, PA. 1935 


1918 








REPAIRING 
JEWELRY & SILVERWARE 


PLATING 
GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successore to Heeren Bros., Company 


140 8TH ST., PITTSBURGH, PA. 








JEWELERS’ SUPPLIES 


DISTRIBUTORS 
of 


Elgin, Waltham, Hamilton, Illinois, How- 
ard, Bulova, & Gruen Genuine Materials. 


V. T. F. Watch Crystals B. B. & K. K. 
Brands—Fancy Crystals. 


Fancy & Round Unbreakable P. B. U. 
Crystaloids. 


MARTIN GLUCK & SONS 
718 Penn Ave. Pittsburgh, Pa. 














12 WEEKS TO XMAS 


BUY NOW 
JEWELRY 
DIAMONDS 
CLOCKS 
WATCHES 
SILVERWARE 
TOILETWARE 


HEADQUARTERS FOR 


ELGIN ann WALTHAM 


WATCHES 


LET US SERVE YOU 
THE 


SAMUEL WEINHAUS 
COMPANY 
720-722 PENN AVE., PITTSBURGH, PA. 


























Formal opening of John C. Grau’s new 
retail store, on East Ohio St., was held 
Sept. 13. 


Emanuel Grafner, president of Graf- 
ner Bros., Liberty St., is convalescing, 
following several weeks’ illness from 
bronchitis. 


Many prominent retail jewelry stores, 
closed Saturday afternoons during the 
summer months, have returned to the 
5 p. m. closing hour. 


Sidney Solomon, Farrell, Pa., formerly 
associated with the Robert’s jewelry store, 
is now connected with the Frank Wengler 
jewelry store in that city. 


Joseph Schewe, advertising manager 
for the B. K. Elliott Co., Sixth St., whole- 
sale opticians, has been elected president 
of the Advertising Affiliation of America, 
an international organization. 


Bernard J. DeNardo, of D. H. De- 
Nardo & Co., Braddock, Pa., has re- 
turned from a vacation spent in New 
York City. While in the metropolis, he 
attended the A.N.R.J.A. convention. 


Heeren & Co., manufacturing jewelers 
in the Heeren building, Penn Ave. and 
Eighth St., are estimating upon more 
work than at any time in recent months, 
indicating the current trend in business. 


Wolfson & Grau, manufacturing jewel- 
ers in the Clark building, have been 
working night-shifts in order to keep up 
with incoming business. Trade during 
the month of August was unusually 
brisk. 


Harry Landaw and E. Caplin, travel- 
ing representatives for Landaw Bros., 
Penn Ave., have been turning in some 
nice business from West Virginia, where 
the coal industry is showing signs of 
progress. 


Recent out-of-town jewelers here, to 
purchase holiday merchandise, included: 
Leonard Rosenthal, Lockport, N. Y.; 
Meyer Posner, Mt. Pleasant, and Miss 
Anna Schaefer, John B. Schaefer Co., 
Charleroi. 


W. Warren Mather, who formerly 
traveled for the H. O. Hurlburt & Sons 
Co., Philadelphia, Pa., is now represent- 
ing The W. J. Johnston Co. in Ohio, 
Pennsylvania, Maryland, West Virginia 
and New York. 


Formal opening of the new S. A. 
Meyer Jewelry Co. store, McKean Ave., 
Charleroi, Pa., was held Friday, Sept. 
6. This company also operates stores in 
Canonsburg and Washington, Pa. Sam 
Meyer is president. 


Harry H. Silverman, vice-president of 
the Samuel Weinhaus Co., Penn Ave., 
says that road men have been turning in 
some excellent business for October ship- 
ment. He recently returned from At- 
lantic City where he and his family spent 
an enjoyable vacation. 





(Please turn to page 123) 
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PITTSBURGH: 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS. 


818 LIBERTY AVE. PITTSBURGH 











LEATHER AND 
BEADED BAGS 


* 
TOILET 
SETS 


* 
RHINESTONE AND 
COSTUME JEWELRY 


Inquiries Invited 


M. BONN CO. 


713 PENN AVE. PITTSBURGH, PA. 














BEAUTY CRAFT 
JEWELRY 
JEWELRY of DISTINCTION 


RONSON LIGHTERS 


LA PIERRE 
DRESSERWARE 

DIAMONDS 

DIAMOND JEWELRY 


Write for Memo Selection 


BIGGARD & CO. 


INCORPORATED 
CLARK BLDG. PITTSBURGH, PA. 
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Pittsburgh Notes 
(From page 122) 


Emil Freyer, president of the Samuel 
Weinhaus Co., Penn Ave., recently spent 
some time in New York city on business. 
J. L. Menner, secretary of the company, 
believes there will be a great scramble 
to purchase holiday merchandise. 

The many friends of H. D. Wintringer, 
president of the Steubenville Pottery Co., 
Steubenville, O., will be glad to know 
that he is recuperating from an illness 
that recently overtook him while in New 
York on a business trip. 

Maurice W. Rihn, secretary-treasurer 
of the Terheyden Co., Smithfield St., and 
Mrs. Rihn, have returned from Oneida, 
N. Y., where they visited their daughter, 
Sister Miriam Theresa, who has recov- 
ered from a recent operation for appen- 
dicitis. 

Pugh Bros. Jewelry Co., well-known 
credit jewelers with headquarters in the 
Gulf Building, operating eight stores 
throughout the eastern half of the United 
States, have just opened a new store at 
207 W. Federal St., Youngstown, O. The 
new store will be managed by R. P. Pugh. 

Sam Schein, well-known Uniontown, 
Pa., jeweler, who recently completed the 
course at the Penn State School of Op- 
tometry, Philadelphia, has opened and 
completely equipped an optical establish- 
ment which he has located directly above 
his jewelry store at the corner of Mor- 
, gantown and Main Sts. 

David Weiss, accompanied by his 
brother, Saul, has returned from a suc- 
cessful sales trip through the tri-state 
territory for Grafner Bros., Liberty Ave. 
Mr. Weiss says that jewelers every- 
where are evincing more interest than 
ever this season, especially in new mer- 
chandise, and that they are particularly 
interested in new ideas. 

Miss Eleanor A. Heeren, daughter of 
Walter F. Heeren of Heeren & Co., an- 
nounced at a family dinner party on 
Aug. 31 that she had been married that 
afternoon to Elliott E. Perritt, Jr., of this 
city. The bride is a graduate of Na- 
tional Park Seminary, Washington, D. C., 
and the bridegroom is a lieutenant in the 
United States Army, having graduated 
from Culver Military Academy. 


Clark building jewelers, where some 30 
houses have plants and offices, were given 
a big scare at noon on Aug. 21 when 
fire broke out in the Harris Amusement 
Co.’s offices on the seventh floor. Most 
of the jewelers are located on the second 
to fifth floors. Fanned by a brisk breeze, 
the flames gained considerable headway 
before they were brought under control. 
There was no damage to the jewelry 
houses, so far as could be learned. 


Francis A. Keating, president of the 
Grogan Co., Sixth Ave. and Wood St., 
which is regarded as one of the outstand- 
ing retail jewelry stores of the United 
States, stated that the months of June, 
July and August showed a noticeable in- 
crease in business throughout all depart- 
ments of the store. Mr. Keating has 
returned from New York and Provi- 
dence where he purchased holiday mer- 
chandise. 
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The Pittsburgh Jewelers’ Bowling 
League, comprising eight teams with 45 
members enrolled, formally opened the 
season Tuesday night, Sept. 10, in the 
Liberty Alleys, Liberty Ave. The league, 
which works a split season, meets weekly 


| 
| 


and has some excellent duck-pin bowlers. | 
Officers include: R. S. Robinson, presi- | 


dent; L. Kerns, vice-president; R. W. B. 
Roe, secretary; 
surer. Membership is drawn from the 
manufacturing, wholesale and _ retail 
jewelry houses of the city. 

The Horological Association of West- 
ern Pennsylvania, of which George 
Neisslein is president, held a unique edu- 
cational exhibit of antique watches and 
clocks and demonstrated modern watch 
repairing at the Allegheny County Fair, 
South Park, early last month. Martin 
Gluck & Sons, Penn Ave., provided spe- 
cial tools and equipment which were used. 
The purpose of the exhibit was to ac- 
quaint the public with the care and skill 
which is required in expert watch re- 
pair service. Hundreds of thousands of 
people attended during the week. 


C. Glenn Sipe, who recently purchased 
the business of the House of Sam F. 
Sipe, which occupies a two-story build- 
ing at Wood and Diamond Sts., has 
completely remodeled the store in order 
to obtain lower rent. Instead of three 
“bays” along Diamond St., he has re- 
tained only the first or corner bay of 
the ground floor location. The second 
floor remains intact with private elevator 
service for the use of their diamond 
trade which will be served on the second 
floor. The vacated space, which is in an 
excellent location, is being fitted up for 
two smart retail shops. 

The special train from New York, 
which carried several score of credit 
jewelers to the credit jewelers’ conven- 
tion at Chicago, picked up a large con- 
tingent of jewelers, from this district, 
en route. Among those attending from 
Pittsburgh were: William Kappel, Ray 
Ripper, Floyd Cross and Sam Clark of the 
Wm. J. Kappel Co.; J. R. Pugh, C. F. 
Pugh, Simon Penn of Wheeling, W. Va., 
and R. P. Pugh of Youngstown, O., all 
associated with Pugh Bros. Jewelry Co.; 
Gus Bastheim and Louis Silberman, 
Henry Wilkins Co.; Max Unger, Unger’s; 
Herman Auerbach, D. S. Mallinger and 
Jacob Davis, all of the Clark Building; 
Jack Gerson, New Castle, Pa., and Abe 
Lincoff, Homestead, Pa. 


Prof. R. E. Sherrill, of the Mineralogy 
Department of the University of Pitts- 
burgh, addressed a well-attended meeting 
of the Pittsburgh chapter of the American 
Gem Society at the regular monthly meet- 
ing, Sept. 17, in the Keystone Club. Paul 
S. Hardy, president of the Hardy & Hayes 
Co., is president, and D. Cochran of the 
Hancher Jewelry Co., Wheeling, W. Va., 
is secretary. Mr. Hardy explained to the 
local representative of THE JEWEL- 
ERS’ CIRCULAR-KEYSTONE that a series of 
monthly meetings is planned for the win- 
ter months for the purpose of tying up 
theoretical knowledge of gems and their 
formation with practical knowledge which 
the jewelers have. An invitation is ex- 
tended to all interested jewelers to attend. 
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PITTSBURGH 
Seeks Your Patronage 





-, 
i ciel 
MN GOLD and SILVER 


Scrap and Wastes 
PURCHASED 


Highest cash rates, by assay 
“—— the counter. Get 
cash for your scrap promptly. 
This is the only complets 
gold refinery operated in this 
section of the country. 


GOLD, SILVER, PLATINUM, alleys 
and KARAT GOLDS, etc., furnished. 


ON-BENSHOFF 











co 


* Clark Building 


ANY 


Pittsburgh, Pa. - 











C. PROESSLER & SON CO. 


1221-27 PENNSYLVANIA AVE. 
N.S. PITTSBURGH, PA. 


SHOW CASES 


and 


STORE FIXTURES 


MANUFACTURERS OF A 
COMPLETE LINE OF 


JEWELRY STORE 


FIXTURES 


Made in Pittsburgh 
We Serve Jewelers 
From Coast to Coast 


Phone: CEDAR 1716 











WATCH MATERIALS 
JEWELRY SUPPLIES 
« 


We carry a complete line of 
all genuine American and 
Swiss watch materials. 
VTF—BB—KK and GS 
Watch Crystals 


LANDAW BROS. 


628 Penn Ave. Pittsburgh, Pa. 














DOERNBERGER & MUCK 


406 Pittsburgh Life Bidg. 
PITTSBURGH, PA. 
Manufacturing © Repairing 
ENGRAVING @ DIAMOND SETTING 


(Successors te H. L. Ehrhard Ce.) 
Established 1901 
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Wuen You THINK OF ump, 


FINDINGS 


THINK OF 
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ORDER FROM YOUR JOBBER 





Srcomparable 
sn wo bill Case Tepaning] 


BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, ILL. 





Complete facilities for handling your 
DIAMOND SETTING @ ENGRAVING 
JEWELRY REPAIRING & SPECIAL ORDER WORK 


Guaranteed workmanship @ Prompt service 


S. KAPPER 


159 N. State Street Chicago, Il. 








CENTRAL WATCH CO. 

WATCH REPAIRING FOR THE TRADE 

Best Workmanship at Lowest Prices 
Prompt Service 

5 South Wabash Ave. CHICAGO, ILL. 



















ei | SILVERWARE | 33 


Replated R ted 
Repaired - Replated “"Rellned 


SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 





























A. E. Phone: Central 5400 


KRAUSE 


& CO. 
RELIABLE WATCH REPAIRING 
37 South Wabash Ave. CHICAGO 








QUAST & OLSEN 


Manufacturers of Wedding Rings 
and Mountings 

Bend your jewelry iting, diamend set- 

ting, apoctal ordec work to nn. First clase 

workmanship, prompt service guaranteed. 








5 Seuth Wabash Ave., Chicago, Ill. 








VALANCES 


on | An inexpensive way 
Ps to rove 
DISPLAY 
WINDOWS 
Send Glass Sizes for 
| Samples and Designs. 
Camden and 
160 N. Wells St. 
CHICAGO 


¢ AILS 








CHICAGO: 


Jewelry News Flashes from the Great Central West 


Wahrer Bros., have recently removed 
their store from the room at 39 N. Wa- 
bash Ave. to the one at 31 N. Wabash 
Ave., and made extensive improvements. 


Harry Lesch, of the Harry Lesch Sales 
Co., spent a week in Providence last 
month visiting factories and looking over 
new merchandise. 


Jack Sacks, well known in the trade 
throughout the country, was in Chicago 
and middle west territory recently re- 
newing old friendships and announcing 
his connection with Helbros. 

I. Lachman, of I. Lachman & Sons, 
Seattle, visited friends in the trade here 
last month as he was returning from 
New York and other jewelry markets of 
the east. 


B. C. Allen, of Benjamin Allen & Co., 
recently returned from an extended visit 
to England, where he visited with his two 
daughters and grandchildren. Mrs. Allen 
remained for a few weeks. 

The Carl W. Rose jewelry store, 826 
Calhoun St., Fort Wayne, Ind., has been 
remodeled and rearranged into one of 
the very attractive stores of that state. 
A complete new front with modern show 
windows was included in the changes. 


Frederick M. Gottlieb, diamond impor- 
ter, who left Chicago early in July ac- 
companied by his family for a business 
and pleasure trip to Europe returned 
home recently reporting a successful and 
pleasant trip. 

Friends of Edwin Essenpriis, who has 
been actively associated with Juérgens & 
Andersen Co. for the past 30 years, were 
grieved to learn of the death of Mrs. 
Essenpriis, which occurred on August 31 
after a long illness. 

Paul H. Samuels of the Paul H. 
Samuels Co., 55 E. Washington St., drove 
in from Chicago to attend the A.N.R.J.A. 
Convention and visit the market, pick up 
new fall numbers, ring mountings, etc. 
Mr. Samuels is Chicago representative 
of Katz & Ogush, Inc., New York. 


It was recently announced that Chas. 
Schroedel, well known in the credit jew- 
elry world through association with the 
Devlin & Connolly stores at Detroit, has 
acquired an interest in and now manages 
Morgan’s Jewelry Co., Lansing, Mich., 
established by H. B. Morgan in 1859. 

H. R. Haerr, general sales manager of 
the Gruen Watch Co., Time Hill, Cin- 
cinnati, Ohio, announces the appointment 
of Benjamin Furman and Sy Gershey to 
the Gruen sales staff. Mr. Furman will 
have his headquarters in Chicago, and 
Mr. Gershey will have his headquarters 
in Detroit. 


Mr. and Mrs. Nelson Barnes, Black- 
mond’s Jewelry Store, Michigan City, 
Ind., visited in Chicago as they returned 
from an extended western trip last month. 
They traveled to California via the south- 

(Please turn to page 125) 
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Chips Polished Out 


BURNT DIAMONDS REPOLISHED 
DIAMONDS RECUT 


Wm. F. Schumer & Son, Inc. 


Diamond Cutters 
44 Wiggins Block 
CINCINNATI, OHIO 





























SANDSTEEL 
QUALITY MAINSPRINGS 


For American and Swiss Watches 
$2.50 per dozen; $27.00 per gross 
INSPECTOR QUALITY MAINSPRINGS 
For High Grade American Watches Only 
$3.00 per dozen; $32.40 per gross 
Crosscurved construction gives them more 
power and lasting Elastic Resilience 
Patented 8,15,33 No. 1922921. Made in U.S.A. by 
WATCH-MOTOR MAINSPRING CO., Inc. 
145 Hudson St. New York, N. Y. 
Demand them of your Jobber 











RING TRAYS 
for SHOW CASES 


Now is the time to replace your old 
trays with new ones. 


“METAL FRAME TRAYS" 


Do your Trays have that worn appear- 
ance? Let us replace “NEW IN- 
SERTS” for them. 


Prices quoted upon application. 


WESTERN TRAY & CASE COMPANY 
“WESTRAY” 
Est. 1864 423-27 Plum St., Cincinnati, Ohio 

















Holiday Stock Needs Fire Insur- 
ance—Cover it with a short term 
policy in the Jewelers’ Own Com- 
pany. 

21 Years Old—Safe—Secure 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


NEENAH, WISCONSIN 
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Chicago Notes 
(From page 124) 


ern route, up the coast into Canada and 
returned the northern route. They were 
accompanied by Miss Helen Kracker, of 
the Harry Lesch Sales Co., of Chicago. 
Max Kilburger, retail jeweler of Vic- 
toria, B. C., stopped briefly in Chicago as 
he returned home last month after a six 
weeks’ trip in eastern Canada and this 
country. He visited relatives in Pitts- 
burgh and drove with his niece from 





TROPHIES fr CHAMPIONS 
y 
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The new No. 27 Catalog illustrates 
Trophies, Placques, Cups, Medals 
and Sport Balls that are new, smart, 
up to date and correct. 

Sold thru dealers only. 
Send for your copy of this Book 


F. H. NOBLE & CO. 
Manufacturers 
535-559 W. 59th St., Chicago 


Branch Offices 
NEW YORK ATTLEBORO 











| oe Dial Corporation 


YOUR GUARANTEE OF HIGHEST QUALITY 


DIAL REFINISHING 


FOUR OFFICES TO SERVE YOU 


Allen Bldg. Seaboard Bldg. | Bldg. 
Dallas, Tex. hica ih. 











eattie, Wash. 
Metropolitan Bidg., Los Angeles, Cal. 





Where to Buy 


DOMESTIC 
China and Glass 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 


So 


LENOX 
LENOX, INC. 
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there to Minneapolis. From there he 
went to Seattle by plane and thence home 
by boat. 

Word has been received from Emil 
Noel, wholesale jeweler of this city, who 
met with a serious accident near Basil, 


Wyo., early in August while on an. auto- | 


mobile tour accompanied by his wife, 
that they hope to reach home soon after 
the middle of October. He has recovered 
from his injuries and it is thought now 
that Mrs. Noel will be able to leave the 
hospital by that time. 


About six o’clock on the morning of 
Sept. 20 a man threw a news stand into 
the window of Marks Bros. jewelry store 
at the corner of State and Randolph Sts. 
and grabbed several watches. A watch- 
man from the adjoining building held a 
man until the investigator from the IIli- 
nois District Telegraph Co. arrived and 
placed him under arrest. The man ar- 
rested denied the charge. 


Irving Schraeder died suddenly here on 
September 12 while making a business trip 
for the Van Style Co., New York, as its 
representative in this territory. Mr. 
Schraeder was well known in the trade 
having represented prominent houses of 
New York and Providence for years. He 
was taken with pneumonia on Monday, 
went to the hospital that night and died 
Thursday. His remains were sent to 
New York for burial. He is survived by 
his widow. 


One of the most attractive jewelry 
stores opened in Chicago in recent years 
is that of A. M. Strauss opened last 
month at 6414-16 S. Halsted St. Mr. 
Strauss was associated with the late Sam 
Klein for many years and more recently 
operated a business at 5319 S. Halsted 
St. Gus Verboomen is manager of the 
new store and was the designer of the 


beautiful show windows which attract | 


so much attention and favorable com- 
ment. The interior is equally attractive 
and efficient in design. 


The Jewelers Soft Ball League season 
of 1935 was a success in every way and 
their schedule which started May 1, and 
included games every Wednesday eve- 
ning was brought to a close Sept. 11. 
Winners and losers are enthusiastic and 
look forward to next year when play will 
be resumed. The six teams which took 
part finished in the following order with 
games won and lost noted: Stein & Ell- 
bogen Co., 16-4; International Silver Co., 
14-6; Benj. Allen & Co., 12-8; American 
Optical Co., 10-10; A. C. Becken Co., 6- 
14; Goldsmith Bros. S. & R. Co., 2-18. 


Members of the Benjamin Allen & Co. 
team of the Jewelers’ Soft Ball League 
and some friends enjoyed an elaborate 
Italian cooked spaghetti dinner on the 
evening of Sept. 20 at 1635 South Austin 
Boulevard as guests of A. C. Fay, mana- 
ger; Charles Zaucha, co-manager, and 
R. D. Sandell, captain, who gave it to 
“celebrate another season of athletic com- 
radeship.” About 40 were present to 
enjoy the affair and vaudeville. During 
the evening members of the team, through 
Mr. Zaucha, expressed their appreciation 
of leadership by presenting to Mr. Fay 
a suede jacket and to Mr. Sandell a belt 
and buckle, appropriately engraved. 
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Where to Buy 
IMPORTED 
China and Glass 


Finer oroda 


Famous the World Over 
Available from New York Stocks 


ROSENTHAL CHINA CORP., 149 Sth Ave., New York 





CHINA 











CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In stock for immediate delivery. Great 
variety of patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers. 105-107 Fifth Ave., New York 





ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE 


35-37 W. 23rd ST. 
NEW YORK, N. Y. 





SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 


FROM NEW YORK STOCK 


Heinrich and Wint Inc. 
49 W. 23rd St. New York, N. Y. 


FINEST CRYSTAL 
STEMWARE 


From Sweden and Finland 


AT POPULAR PRICES 


Stock and Im 
104 FIFTH AVE. 


de H. VENON, iene. | NEW YORK 
THEODORE HAVILAND 


FING La, CHINA 
ooTH 


JOHN  MADDOOK & “SONS 
English Earthenware 
“GENUINE QUIMPERWARE” 

New York Stock 
THEODORE ye & CO., Ine. 
26 W. 23rd 8 New York 

















ROYAL BEYREUTH CHINA 


MYOTT SON & CO. 
L. BERNARDAUD & CO. 


Orders = Gqenemegetts from 
New York stoc 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
- 162 Fifth Avenue, New York City 


ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH beeper ims 


The ori uction 
WM. S. PIT AI RN? CORPORATION | 
104 Fifth Ave. York, N 

































King Midas | 
Wnts — ane 


into Gold 


= Gold 


tio money 


DEE & CO. 
sends your check by re- 


turn mail. 











BUYERS 
of 
GOLD 
SILVER 
PLATINUM 


Scrap 


TB. HAGSTOZ.SON 








7 T. pene 
Sansom Str 


PHILADELPHIA 





—or any material in which these metals 
are contained. An honest return will be 
made for your shipments as promptly 
as accurate determinations permit. 


REFINERS 


37 YEARS OF REFINING SERVICE 





























That is why jewelers 


continue to send 


OLD GOLD 


direct to Dee & Co. 


Dee checks satisfy be- 





cause we give the kind 
of returns that encour- 


age repeat shipments. 


: ¥ H '@) LA A Ss Be | 
DEE «s CO. 
PRECIOUS METALS) 
EFINERS - MANUFACTURERS | 











R 
55 E. WASHINGTON ST. CHICAGO | 








PURCHASED 
ESTIMATED 
or REFINED 


* 
Sweepings, Polishings and Filings 
Accepted for Refining 


IMMEDIATE PAYMENT 











SMELTING & REFINING 
P. 
Refiners of Precious Metal Since 1896 
107- 109 West Brookline Street 
Boston, Massachusetts 
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The “Epilame” Process 


An explanation of the principle of a recent adjunct to the 


lubrication of watches and clocks 





Epitor’s NoTrE—The many inquiries received since the discov- 
ery of the “Epilame” process in Europe and its recent introduction 
into the United States, requesting information about the process, 
suggests that an article explaining it more fully than can be 
done in letters answering inquiries would be of value to readers 
of THE JEWELERS’ CIRCULAR-KEYSTONE. The following is an 
abstract of an article from the Horological Journal, the official 
organ of the British Horological Institute: 


HE need for lubricating pivots and moving parts of 

watches and clocks is accepted without question, and 
at first sight it might appear that the problem hardly calls 
for further discussion. On further consideration, how- 
ever, there appear to be several difficulties that must be 
overcome before the problem can be dismissed as com- 
pletely solved. For example, can an oil be found that is 
thin enough not to gum and dry, yet having enough body 
not to spread over the plates and other parts and leave 
the pivots dry? This problem is a very difficult one, and 
cannot be solved by modifying the physical properties or 
composition of the oil, but it is tackled by another method 
of approach, and the difficulties entirely overcome. 

The method was not a lucky discovery, but the results 
of very careful experimenting and research. In 1925 Pro- 
fessor Paul Woog, a leading authority on oils and lubri- 
cation, as the result of his researches, was able to make 
a preparation which had the property of preventing thin 
oil from spreading. This preparation was named “Epi- 
lame,” and Professor Woog, in collaboration with the 
well-known horologist, Paul Ditisheim, applied it to 
watches and chronometers, with pronounced success. On 
parts treated by this Epilame process the oil remains 
permanently in place, and exhibits no tendency to spread. 
The process is very simple, and consists of immersing the 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for October, 1935 


127 


part to be treated in the Epilame bath for a few minutes, 
removing any surplus liquid, and drying in air. After 
this treatment it will be found that the surface is covered 
with an extremely thin film, which is very tough, and 
actually reduces the friction. It is obvious that parts such 
as pallets, mainsprings and barrels should not be sub- 
mitted to this process, as it will prevent the spreading of 
the oil. 

The reason why the film deposited by the Epilame 
process acts as it does will be explained in another article, 
but the effect may be compared to a drop of water on a 
perfectly clean surface and a drop of water on a velvet 
cloth. In the first case the water will wet the surface by 
spreading over it, and in the second will remain in 
globules. 

In discussing the problem of the lubrication of a watch 
it is advisable to consider briefly the conditions under 
which a watch has to operate. A watch continues to 
function continuously day and night, in various positions, 
and in many cases over a comparatively wide range of 
temperature. The space available for the various parts is 
reduced to a minimum, and the whole watch is subjected 
to vibration, and in many instances to violent shocks. In 
addition, the wearer is critical of its performance, and, 
as a rule, takes little care of his watch. 

In spite of all this, it continues to function, and with 
an extraordinary degree of precision. A good watch of 
reputable make will only vary between 2 or 3 seconds 
during the course of 24 hours, that is to say, between 2 
and 3 seconds in 86,400 seconds, or an accuracy of about 
1 in 30,000. A high-grade chronometer will vary be- 
tween 1/5 to % second per day, or about 1 in 350,000, 








Handsome and _ distinctive 
plastic ring and watch boxes 
for both give-away and dis- 
play. Six striking ever- 
popular rich colors: Mahog- 
any . . Green . . Marble . . 
Dubonnet .. White . . Black 
. . Beautifully lined, luxuri- 
ous, but modestly priced. 
The design and lustre lend a 
touch of originality so help- 
ful in the sale of fine Jewelry 
today. 


Sold thru your wholesalers. 








Ask your Wholesaler to show 
you our new Cases which 
convert 16 and 18 size watch 
movements into smart Desk 
or Traveling Clocks. 


Send for illustrated folder 
on these new cases and com- 
plete catalogue of our Watch 
ick of Crystals and Jewelry Boxes. 


Standard Unbreakable Watch Crystals, Inc. 


Manufacturers of Novelty Jewelry Boxes and Watch Crystals 


75 VARICK STREET NEW YORK CITY 
HAMMEL, RIGLANDER & CO., INC., WHOLESALE DISTRIBUTORS 
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In Philadelphia 





Ful] VALUE | 


Prompt 


PAYMENT 


Gather up your old jewelry, | 
sweepings, polishings, etc., 
today, and send them in. Our | 
check will be sent promptly | 
and it will fully cover ALL | 
the precious metal contained 
im your scrap. 


You will enjoy your stay at 
the Bellevue ... you will 


enjoy its world famous cuisine 
... its smartly modern com- 
forts and appointments... 
its traditional hospitality. 


VEG 


Your engagements, theatres, 


shops, sports and transporta- 





tion are conveniently close by. 
RATES AS LOW AS $3.50 
Air 


Conditioned 
Restaurant 








Send your scrap to Re 


Spyco SMELTING & | | BELLEVUESTRATFORD 


REFINING CO. 
MINNEAPOLIS MINNESOTA One of the World’s Great Hotels 

? CLAUDE H. BENNETT, Gen. Mgr. J 
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and an Observatory type of master clock will not vary 
- by more than 1/10 second per day, which is in the order 
of 1 in 1,000,000. 

Although high-grade watches and chronometers may 
have a long life, the various parts are subject to wear and 
tear like any other mechanism, and this can only be re- 
duced to a minimum by adequate and proper lubrication. 
Owing to the special conditions under which watches 
operate and the extremely small dimensions of the parts, 
proper lubrication is only possible with the use of scien- 
tifically prepared and graded lubricants. 

In larger mechanisms and machines, lubrication is se- 
cured by the forced circulation of a quantity of oil, which 
causes the moving parts to be separated by an oil film. 
Such a system is impossible in watches and clocks, or for 
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Fig. 1. Result with dry pivot. 


any small mechanism, and, in general, lubrication can 
only be effected by applying a limited quantity of oil at 
the point of friction. With very few exceptions, lubrica- 


zontally. Fig. 1 gives the results when the pivot is run 
dry and Fig. 2 is for a lubricated pivot. 

The frictional torque is a measure of the resistance 
offered to the rotation of the pivot, and any increase in 
this factor represents increased power absorbed for motion. 

Referring to Fig. 1 it will be seen that up to about 
500,000 revolutions the friction torque is practically con- 
stant, and about the same value both for the dry and 
lubricated pivot (see Fig. 2). After 500,000 revolutions 
the friction torque for the dry pivot is erratic and in- 
creases at a very rapid rate, and at just under a million 
revolutions is nearly 10 times the original value. The 
curve for the lubricated pivot shows that the friction 
torque tends to decrease up to about 9 million revolu- 
tions, then gradually increases, and at about 16 million 
revolutions increases at a very rapid rate. 

The deductions to be drawn from these tests are of 
considerable importance. The friction torque for both the 
dry and lubricated pivots is about the same at the com- 
mencement of the tests, which suggests that lubrication 





Fig. 3. Profile of a Pivot after One Million Revolutions. 
Without Lubrication. (x 100.) 


does not reduce the friction but allows a lubricated pivot 
and jewel to last 30 times longer than a dry pivot and 
jewel. Examination of the pivots under the microscope 
confirmed these results. The profile of a pivot, magnified 
100 times, after one million revolutions without any lubri- 
cant is shown in Fig. 3, and the profile of a lubricated 
pivot, to the same magnification, is shown in Fig. 4. It 
will be seen that the lubricated pivot shows little or no 
signs of wear, and even after 10 million revolutions the 
profile of the pivot (Fig. 5), is little altered. Micro- 
scopic examination of the jewels showed that without 
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Fig. 2. Results obtained with lubricated pivot. 


tion in one form or another is essential. Comparative tests 
carried out at the National Physical Laboratory to deter- 
mine the friction of steel pivots in hard jewels, when 
lubricated and when dry, showed in a very definite man- 
ner the importance of proper lubrication. 

One series of results is shown in Figs. 1 and 2. The 
frictional torque in dyne-cms. is plotted vertically and 
the number of revolutions of the pivot is plotted hori- 
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lubrication the jewel becomes badly scratched, and also 
the presence of debris consisting of minute particles of 
abraded jewel and steel. With the lubricated jewel, 
debris was also present, but this had been rejected to the 
edges by the lubricant and had caused no abrading action, 
the jewel being free from scratches. 

At first sight it might be thought that any test involy- 
ing millions of revolutions of the pivot would have little 


























relation to practice. Admitted the test was an “accelera- 
tion” test, that is to say, the pivot was revolving at a 
much greater rate than would be met with in a watch, 
but all the tests were carried out under conditions that 
make the results strictly comparable. But millions of 
turns of a pivot are met with in practice. Take a pivot 
that is making one turn per minute, it will make over 
one-half million turns in the course of a year, and, as can 
be seen from Fig. 1, the wear is excessive before a million 
revolutions, hence the wear would be excessive after about 





Fig. 4. Profile of a Pivot after One Million Revolutions. 
With Lubrication. (< 100). 


2 years, assuming the loading on the pivot to be the same 
in both cases. 


Dust is an enemy, both to watches and clocks. Par- 
ticles of dust can act as an abrasive, and therefore if the 
pivot is dry, cutting or scratching of the jewel or hole 
can be easily brought about. The presence of dust in 
clocks is, in general, easy to account for, but with watches 
it is not so, evident how dust can get into the case, except 
through carelessness. As has been pointed out in previous 
articles, a watch case “‘breathes.” When taken out of the 
pocket or off the wrist at night the watch cools, the air 
inside the case contracts, and air with dust is drawn into 
the case. After the watch has been worn for a short time 





Fig. 5. Profile of Pivot after Ten Million Revolutions. 
With Lubrication. (x 100). 


its temperature is raised, the air inside the case expands 
and a certain amount is expelled. And so the process goes 
on, the air inside the case expanding and contracting, 
depending on the changes of temperature of the watch. 
Obviously, the better fitting the case, the less dust that 
can enter, but even with a well-fitting case minute par- 
ticles of dust can be drawn in. The effect of such dust 
can be greatly minimized if oil is present, as already 
mentioned. 

Having established the need for an oil to preserve the 
life of a pivot and jewel, the next problem is—What is 
the most suitable oil to use? It can be stated at once that 
no single oil will meet all possible conditions. Some day 


scientific research may produce such a material, but in 
spite of intensive research in the past, no oil suitable for 
universal application is yet available. 


O1t PROPERTIES 


The properties of an oil depend to a large extent upon 
the origin of the oil. Oil may be of mineral, vegetable, 
animal, or of fish origin. A wide range of oils is available 
from petroleum bases, but for watch work, and work of 
a similar nature, they possess the disadvantage of ‘‘creep- 
ing,” that is to say, instead of remaining where placed 
they tend to spread gradually and cover other parts. Oils 
of animal origin form the best lubricants, but suffer from 
the disadvantage of becoming “gummy” or thick due to 
the action of the oxygen in the air, which action is greatly 
accelerated by the blue, violet and ultra-violet rays of 
sunlight and certain lamps. Due to this cause Swiss and 
French manufacturers will only guarantee the correct 
running of their watches, when this class of oil is used, 
provided the oil is renewed every 6 months for the smaller 
movements, and every 18 months for the larger ones. In 
America, porpoise head oil is favored for high-grade work, 
and in Europe neat’s foot oil is preferred. 





Fig. 6. The molecule of a greasy body: stearic acid. 


As these various types of oils possess properties which 
can be modified only to a limited extent, other means of 
solving this very important problem had to be sought and, 
as mentioned in the previous article, an entirely novel 
method of approach was adopted by Professor Woog, and 
the results have proved its worth in practice. 

A brief consideration of the theoretical aspect is neces- 
sary to appreciate the method. The study of greasy 
bodies and lubricants is very complicated, but it is only 
necessary to refer to some of the facts that may be con- 
sidered as established. If the atomic grouping of a greasy 
substance, such as stearic acid, be considered, it will be 
found to take the form CO.H--CHe .. . CHo--CHs 
(actually there are 16 groups CHe) with a different 
atomic grouping at each end, CO2H at the head and CH, 
at the tail. The combined atomic grouping gives the 
construction of the molecule, which has been shown to be 
five times longer than it is wide, with a maximum size of 
2% millionths of a millimeter. Further research has dem- 
onstrated that the “head” of the stearic acid molecule has 


a greater influence on surface tension effects than the tail, 
and in diagrammatic form the stearic acid molecule can 
be represented as shown in Fig. 6. When stearic acid is 
brought into contact with a hard surface the molecules 
stand upright, similar to the bristles of a brush, and form 
a very thin, but strongly adherent, skin. Such a skin or 
coating has been called “epilamen,” and its effect may be 
likened to the pile of velvet. A drop of water will retain 
its spheroidal form if placed on velvet, whereas if placed 
on perfectly clean metal it runs and wets the surface. An 
“epilamen” film in a similar manner prevents oil spread- 
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ing, and this can be demonstrated in a very convincing 
manner by taking two pieces of brass, one coated with a 
stearic-epilamen and the other made perfectly clean. 
Drops of different oils are then placed on the two pieces 
of brass, and after a certain time it will be found that 
any oil used in watch and clock making will spread on the 
clean brass, whereas with the treated brass the same oils, 
exposed to similar conditions, remain as drops and show 
no tendency to spread. 

The practical method of obtaining this epilamen coat- 
ing is to dip the part to be treated into a solution of 
stearic acid formed by the use of a suitable solvent, allow 
it to drain and then dry. This will give a regular coating 
of molecular thickness, very adhesive and perfectly trans- 
parent. 

The Epilame process prevents lubricants from spread- 
ing, the oils remain permanently in the place they are put, 
and also form themselves into beads at the ends of the 
pivots. The Epilame bath is colorless, non-inflammable, 
but volatile, so that it is desirable to cover the receptacle 
in which the operation is carried out. Care must, of 
course, be taken to see that parts such as the pallets, the 
mainspring and barrel are not submitted to this treatment, 
as it prevents the oil spreading, which is just the reverse 
of what is required for these parts. 


THe EpmraAMe Batu 


Method of Use of Epilame Bath—(a) For pocket 
and wrist watches. The Epilame liquid is poured into a 
perfectly clean glass or porcelain vessel, and the pieces to 
be treated immersed in the bath. Movements (staffs, 
wheels, cocks, plates, etc.) must be first taken apart. 

After two or three minutes, although longer would 
not be detrimental, the parts are removed from the bath, 
given an immediate shake to get rid of any superfluous 
liquid and then placed at once in boxwood dust. Any 
remaining liquid is absorbed by this means and the parts 
retain their freshness. The parts may be allowed to dry 
simply in the air. Should the dried parts show in places 
any marks left by the evaporation of an excess of liquid, 
it is only necessary to go over them with a small brush, 
a piece of linen or pegwood pointed in the usual way for 
cleaning jewel settings, holes and oil sinks. The Epilame 
deposited on the surfaces is not affected by such cleaning. 

The Epilame process thus becomes analogous to the 
common practice of cleaning watch parts with benz 
Obviously, immersion in the Epilame bath must follow 
any such cleaning process, and it is essential for the parts 
to be dry and free from benzine or any of the materials 
used for cleaning before being subjected to the special 
treatment. 

For the watch repairer who would be called upon to 
use this treatment perhaps only two or three times per 
day, the easiest method is to place the Epilame in a 4-oz. 
glass phial and to cut a piece of pith to use as the cork. 
When required for use the bottle is turned upside down 
to saturate the pith with the liquid, the pith cork removed 
and the pivots pushed into the pith, which will leave a 
film of the Epilame sufficient for all requirements. 

With regard to the holes themselves, sharpen a piece of 
pegwood, dip it in the solution, and just peg the hole 
lightly. For the click spring and other steel pieces, suffi- 
cient can be smeared on with a nib of pegwood. 

(b) For Clocks, Meters and Instruments. 
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For clocks, meters, and other work which it is not de- 
sirable to immerse in the solution, it is sufficient to apply 
to the pivots, bearings, holes and other rubbing surfaces 
a pegwood nib or pencil brush dipped in the Epilame 
solution and allow the parts to dry before assembling. 
Remove, if necessary, any residue after evaporation, as 
described for watches. 

In spite of its infinitesimal thickness, the Epilame de- 
posit which covers the surfaces offers considerable resis- 
tance, and only a severe scratch or passing the parts 
through benzine would remove the coating, in which case 
it would be necessary to prepare the parts afresh in the 
bath after cleaning and before reoiling. 

If after prolonged use the bath becomes cloudy owing 
to the presence of foreign matter deposited by the parts 
which have been immersed, all that is necessary is to pass 
the liquid through filter paper to restore it to its original 
condition. 

The Epilame bath should be shaded from light as much 
as possible. 


~ 


Certificates Granted by H.I.A. 


WasuInotTon, D. C., Sept. 18—At a meeting of the 
examining board of the Horological Institute of America 
held in this city on Sept. 16, the following watchmakers 
were granted certificates and automatically made mem- 
bers of the Institute: 


CERTIFIED WATCHMAKERS 


NAME EMPLOYED BY ADDRESS 
Earl A. Gordon Mrs. Allen P. Trask Bangor, Maine 
George A. Parkins, Jr. Ord, Neb 


George A. Parkins 
Self 


eb. 
Albin E. Willman Grand Rapids, Mich. 


Junion WATCHMAKERS 


Utica, N. Y. 
Newburyport, Mass. 
Leavenworth, Kan. 


Daniels 
Brown Jewelry Co. 
Student at Elgin School 


Milton Edward Bloomer 
Irving rown 
George M. Christ 


Winston W. Cuthbert Student at Elgin School Elgin, Ill. 
Homer J. Fellows State Rehabilitation 

Student Los Angeles, Calif. 
Warren C. Meyer Student at Elgin School Elgin, 
Wilbur Ohmart Student at Bradley 

Institute Peoria, Ill. 
Edward Padgett Albert Spletter Washington, D. C. 
Wendell G. Plummer Student at Elgin School Elgin, Ill. 
Alvin A. Pudwell Student at Elgin School Elgin, Ill. 
Louis Ernest Zechiel State Rehabilitation 

Student Venice, Calif. 


SAMPLE QUESTIONS 
CERTIFIED WATCHMAKER 
1. Describe fully your method of measuring for and making a balance 
staff. . 
2. What is the advantage of the overcoil hairspring over the flat 
hairspring? 
3. What is Elinvar? 


JUNIOR WATCHMAKER 
1. Explain all that you would do in fitting a ready-made ‘balance 


staff to a watch. : 
2, Explain fully what parts of a watch you oil and what parts you 


do not oil. = 
3. What causes the escapement of a watch to go out of action! 


H.1.A. Bulletin 


The first of a series of information bulletins, subsequent 
issues of which are to be published periodically by the 
Horological Institute of America, has been sent to 
members. This folder contains a description of the 
Institute and a statement of its objectives. It defines the 
policy of certification and the categories of junior and 
certified watchmaker which this plan includes. Instruc- 
tions as to procedure are given for applicants for certifica- 
tion, and there is a discussion of the nature of the 
examinations which must be passed. 

Copies of this folder may be obtained by writing to 
the H.I.A., care of National Bureau of Standards, 
Washington, D. C. 








“SILICOSIS IS 


(LUNG DISEASE) A 


INCURABLE— 9 
MORTAL ENEMY’’e 


—says High Insurance Authority. 

Don’t wait a minute longer than is necessary when 
the question of your health is involved. 

A little dust is sneaking into your lungs daily—whether 
you do the polishing personally or not, is not the point— 
if you are in the room or near the room where polishing 
is done, then you get this dust into your lungs. PRE- 
VENT IT WITH 


LEIMAN BROS. PATENTED 
POLISHING | 
DUST COLLECTOR 


WITH ELECTRIC 
NEW SOQ POLISHING HEAD 
MODEL WITH MANY one baewssmee 


These outfits are just what boards of health, labor de- 
partments and others charged with responsibility for the 
health of workers have always advocated—To the pro- 
prietor they cost little, less than what you spend daily 
for car fare. or a cigar, or any other trifle. 

They make a neat and clean workroom possible and they 
save precious metallic particles in the dust that may be 
refined, paying for the machine over and over again each 


- LEIMAN BROS., INC. 


138 Christie St., Newark, N. J. 
LEIMAN BROS. New York Corporation, 23 Walker St. 
MAKERS OF GOOD MACHINERY FOR 45 YEARS 



































YOUR NEW YORK 
Headquarters 


LOUIS COLMES 


THE JEWELERS’ 


AUCTIONEER 


1235 6TH AVE. 
NEW YORK CITY 


PAST PERFORMANCES 
SPEAK FOR THEMSELVES 


We not alone raise you immediate 
cash, but increase your clientele 
and friendship with the people of 


You pay no premium to enjoy 
the full comfort and luxury of 


That’s why men and women 


your community. 
No sale too large or too small. 


of the jewelry industry select 
this hotel as their headquarters. 








All Correspondence Treated 
Strictly Confidential 


Trade and Bank References 
Furnished Upon Request 





Pleasant, airy rooms. Both tub 
and shower baths. Circulating 
ice water. Full length mirror. 
Bedside and dresser lamps. Radio. Unexcelled service and 
courtesy, four popular-priced restaurants, famous orchestras 
play nighily in the Silver Grill and the handiest location in 
New York...Only 3 blocks from Grand Central Station. 

Single rooms as low as $3 a day, double rooms $4 and up. 


HOTEL LEXINGTON 


48TH STREET AT LEXINGTON AVENUE - NEW YORE 
Charles E. Rochester, Manager 


WRITE or WIRE 
























T is a recognized fact the 
world over that porpoise 
Jaw oil is the finest crude 
from which to refine lubri- 
cating oil for fine timepieces. 
When the refining is done by 
the scientific processes de- 
veloped through years of ex- 
perience by Wm. F. Nye, Inc., 
the result is a specialized oil 
of the very highest quality. 


Nye’s Oil — 100% 
from “fish to finish.” 


CEM AAA AU | bse 


WM:ENYE mc. NEW BEDFORD, MASS. ~~ 






















American 
Directed by National Hotel Management Co., Inc. - Ralph 


Hitz, President. Hotels Book-Cadillac, Detroit: Netherland 
Plaza, Cincinnati; Adolphus, Dallas: Van Cleve, Dayton 
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Support National Watch 


Inspection Week, October 13-20 








HE elaborate plans for consumer education and ag- 

gressive campaigning on behalf of the legitimate watch 
repair trade, to take place during the week of Oct. 13-20 
as “National Watch Inspection Week,” are rapidly ma- 
turing and material is being placed in the hands of retail 
jewelers and watchmakers in all parts of the country. 

The campaign is sponsored by the United Horological 
Association of America, Inc., with headquarters at 3326 
E. Colfax Ave., Denver, Colo., the office of Orville R. 
Hagans, national executive secretary. 

The program will include dramatized exhibits of the 
evolution of timekeeping devices; displays which con- 
trast the careful work of the skilled mechanic with that 
of the so-called “watch repair racketeer” who cuts prices 
and uses poor quality materials; and various other educa- 
tional displays designed to interest the general public in 
the craft of the watchmaker and to indicate the highly 
specialized character of his work and the necessity for 
conscientious and skilled workmanship. 

In some cases the manufacturers and importers of 
watches have been called upon to cooperate in the arrange- 
ment of these displays. Cincinnati, during the week, will 
be the scene of an unusually carefully planned program 
executed with the aid of the producers of watches. In 
this city, which is the home of Frank Foegler, National 
President of the Association, the campaign will lay spe- 
cial emphasis on the education of the consumer as to the 
importance of good quality of materials for watch repair- 
ing, and the long period of training which a good watch- 
maker must undergo to reach the position of practical 
efficiency in the craft. Present plans include the use of 
a large public building offering much window and floor 
display space, in which the exhibits will be arranged. The 
material to be shown includes enlarged photographs of 
the American watch colleges picturing students at work. 
Other displays will demonstrate how easily a fine watch 
may be irreparably ruined by the crude methods of the 
“gyp” and inexperienced mechanic. A carefully worked 
out exhibit will show in an unmistakable way how the 
dirty bench, improper tools, and careless habits of work 
are important evidence to the owner of a watch that the 
repairer who carries on his trade in this manner and 
under these conditions is not a fit man to whom to entrust 
a delicate timepiece. 

Stress will be put on the harm that is done a watch 
through the use of imitation materials. There will be a 
comparison of the genuine and imitation materials ar- 
ranged so that the consumer will readily see the advan- 
tage of authentic parts. In some cases the actual difference 
in price will be given. 

In addition to this public exhibition, members of the 
Cincinnati Guild of Ohio Watchmakers’ Association will 
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Foegler, 
President 





take a full page in the local newspaper, inviting the 
public to visit the display. Copy will also include the pic- 
tures of all the watchmakers participating in the week’s 
activities and a list of the jewelry stores. Many of the 
Cincinnati jewelers are arranging for special repair dis- 
plays during the week, and their regular advertising will 
carry copy carrying out the same theme. Suitable pub- 
licity releases for the newspapers are being prepared by 
the Guild and the members are urged to work out original 
ideas of their own to further the interest of the public in 
the cause of honest watchmaking. 

Among the associations of watchmakers that are plan- 
ning programs similar to that of the Cincinnati Guild are 
the following state and city organizations: 

In Ohio, the Columbus, Dayton and Toledo Guilds; 
Connecticut, New Haven and Waterbury Guilds; Horo- 
logical Association of Massachusetts (Boston) ; Tennes- 
see Watchmakers Association (Nashville) ; Wisconsin 
Watchmakers Association (Milwaukee and Racine) ; 
Horological Association of Nebraska (Omaha); Master 
Watchmakers Association of Colorado (Denver and 
Greeley Guilds) ; Master Watchmakers Association of 
Oregon (Portland Guild); Florida, Greater Miami 
Watchmakers Guild, Watchmakers Guild of Tampa; 
New York, Watchmakers Association of Buffalo; In- 
diana -Watchmakers Association; Watchmakers Associa- 
tion of Kentucky. 

According to an announcement by Mr. Hagans, follow- 
ing National Watch Inspection Week the United Horo- 
logical Association of America plans to carry on a continu- 
ous public education program. Talks on various sub- 
jects relating to the craft to be given before schools, 
clubs and church organizations, will be prepared, and the 
service of matrices of suitable advertisements, copy, cards, 
etc., for distribution to members will be continued for 
year round use. 

In connection with Watch Inspection Week,’ Mr. 
Hagans has requested jewelers and watchmakers every- 
where who use attractive window displays to promote 
the week to send photographs of their displays to his office, 
for the mutual benefit of members, as suggestions for 
future weeks. 
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Want 
SANDERS 


A British Concern— 
Nearly a Century in 


Business — Serving 
the Trade in America 
for 50 Years 


SWEEP 
SMELTERS 


BIRMINGHAM, ENG. 
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James L. Hand 


America’s Leading Jewelry 
Auctioneer 


87 Nassau Street 


New York, N. Y. 


Phone, COrtlandt 7-8693 
Cable Address, Hand-Sale, New York 


STRICTLY ETHICAL AUCTIONS 


Conducted for Jewelers 


Executors, Trustees, Receivers, Banks,Trust Companies, 

United States and Canadian Courts. NO STOCK TOO 

—— OR TOO SMALL. Write for “HAND” book on 
uctions. 


INQUIRIES TREATED CONFIDENTIALLY 








“THE PATHWAY TO SUCCESS” 


> 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 
Peoria, Ill. 





Dept. C 














Send us your 


OLD GOLD, SILVER, PLATINUM 


Gold Filled Cases, Optical Scrap, Etc. 
Prompt and accurate returns Guaranteed 
We are now paying 6%¢ per kt. 


4 Generations of Service 
N. L. SHTEINSHLEIFER — smexrer 












78 Bowery, New York City REFINER 
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peas V0 
" The Hoke-Jewel "!7\, 


Ideal for the repair bench. Fine for Ni 
white Pees silver, platinum, novelties, 

etc. Soldering can be done close to 

the stone. 


Ask for circular T.C. 
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AT YOUR SERVICE— 


A New York Buying Association com- 
posed of Retail Jewelers to buy for and 
service Jewelers’ Gift Departments. 


| wae furnishes every service that your own 
buying office could possibly give. 
—tells you where to buy, what to buy, 
how to buy. 
—attends to the prompt execution of all 
gift orders placed, whether large or small, 
and supervises their shipment. 
—furnishes needed information on mar- 
ket trends and conditions, what goods are 
selling, and buying opportunities that 
offer special advantages. 
AND THROUGH CO-OPERATIVE BUYING BET: 
TER PRICES CAN BE EFFECTED WHICH WILL 
PERMIT SUCCESSFUL COMPETITION WITH 
CHAIN GROUPS AND DEPARTMENT STORES. 


Membership in this association must be selective— 
only one can be accepted from small cities and towns. 
The fee is modest, and based upon population. 


Full information can be had by writing 
THE NATIONAL 


RETAIL JEWELERS BUYING ASSN. 
230 Sth AVE., NEW YORK, N. Y. 
RICHARD LESLIE, Executive Director 
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LD ELECTRIC CLOCK.—I have an old electric 

clock, the movement of very good workmanship, 
with name of maker on dial “National Self-Winding 
Clock Co.” This clock is designed to run with dry bat- 
teries for motive-power. The batteries work coils that 
raise a weight which then through a click and ratchet 
wheel winds up a spring through which power is applied 
to the train. Could I run this clock with alternating ser- 
vice current, by using one of the small transformers made 
to operate electric bells? (Question No. 4961.) 

W.S. N. 


Answer—lIf the coils you refer to are a simple electro- 
magnet pulling toward it an iron armature, and not an 
electric motor such as in this case would be designed for 
direct current. We believe the arrangement that you pro- 
pose to use, would work the clock with alternating cur- 
rent. In saying this, we wish to point out that to give 
positive advice in any such case, it is best that we have a 
more detailed idea of the old clock than your description 
gives; but if the electric power in the clock is of the type 
we have assumed, then your idea for driving it from ser- 
,vice current should work out successfully. The electric 
self-winding clocks on the market today are made by The 
Self-Winding Clock Co., 205 Willoughby Ave., Brooklyn, 
N. Y., and used principally by the Western Union Tele- 
graph Co., and rented by the latter company to patrons, 
along with hourly service of correct time by wire from 
master-clocks in central offices. 


IAL-REFINISHING.—Where can I learn dial- 
refinishing, and where can supplies for this work be 
bought? (Question No. 4962.) L.G 
Answer—Much of the work that has to be done in 
refinishing metal watch dials, would be classified as elec- 
troplating. It includes mechanical preparation of the dial 
plate, such as sand-blasting, matting, etc., to produce a 
“frosted” background; line-finishing; raying and other 
finishing of the damaskeening type; and electroplating 
with gold, silver and other metals on these backgrounds, 
and lacquering when the white plating is silver. This 
electroplating is a trade in itself, and would have to be 
learned in an establishment devoted to that work. But 
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WORKSOP WOES ¢ QUIFRITES 


even more special and difficult to learn would be the ap- 
plication of the numerals and minute-and second-circles 
and spacings. These are applied either by an offset print- 
ing process that would call for a separate die for every 
size and style of dial; or by hand, with microscopic 
brushes, to acquire skill with which would require cer- 
tainly several years of training. With all of this in mind, 
you can see that it would be impracticable to equip your- 
self to do just the amount of dial refinishing that would 
be done by an average retail repair shop. Even the most 
competent watchmaker is not expected to be able to do 
thorough dial refinishing. Of course, any watchmaker 
should be able to clean tarnished metal dials, and this is © 
done with the same materials and methods as are used in 
cleaning tarnished watch plates. But if the job is such 
that this cleaning will not make a sufficiently good job, 
then the only economical thing to do is to send the work 
to a dial shop that specializes in this work; the addresses 
of such establishments can be obtained from the advertis- 
ing columns of the JEWELERS’ CIRCULAR-KEYSTONE. 


REAKAGE OF MAINSPRINGS.—What is the 

cause of the breakage of mainsprings, when nearly: 
all of them, out of a certain lof, break within about an 
hour after being put into watches? This has been hap- 
pening to such an extent lately that I have to put four or 
five springs into one watch before finding one that will 
remain unbroken. I keep springs in cabinet with unbreak- 
able crystals. (Question No. 4963.) J. R. 


Answer—lIf you have not had this excessive breakage 
before now, and you find it happening with the last lot of 
springs you bought, it would be reasonable to suppose the 
breakage due to some fault in the steel of which the 
springs are made. That is about as far as we can go in 
trying to guess the cause of the trouble, without having 
the springs on hand for examination. Keeping main- 
springs in stock near unbreakable crystals shouldn’t have 
the effect of damaging the springs. No doubt the manu- 
facturers of these springs would be not only willing, but 
glad to investigate this matter, to determine whether or 
not some fault might have accidentally crept into their 
product; and if not, to locate some other reason for the 
trouble. 











Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word, 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month, 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement, 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word ; 
minimum charge, 75c. 





BOOKKEEPER, TYPIST, 12 years’ 
jewelry experience, capable taking com- 
plete charge. Address “M., 3467,” care 
Jewelers’ Circular-Keystone. 








EXPERT REPAIRER of clocks, watches 
and jewelry, also knowledge of optical 
repairing. J. Pitluck, 536 West 159th 
St., Bronx, N. Y. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
ulton mY 93 Nassau St., Cort. 
7392, New York. 





WATCHMAKER, 20 years’ experience, 
now employed, wishes change ; East Ten- 
nessee or Western North Carolina pre- 
ferred. R. V. Ramsey, Cumberland, Ky. 





RETAIL JEWELRY SALESMAN, 20 
years’ New York experience, desires 
position; references. Address ‘‘C., 3432,”’ 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, practical, age 36, mar- 
ried, references, desires steady position 
in Philadelphia or nearby. Address ‘‘J., 
3453,”" care Jewelers’ Circular-Keystone. 





WATCHMAKER, Al mechanic, 20 years’ 
experience, desires position New York 
or vicinity; salary $25. Address “E., 
3437,’’ care Jewelers’ Circular-Keystone. 








FIRST CLASS WATCHMAKER, 25 years, 
all grades; engraver, plain jewelry 
work, salesman; American; New En- 
gland preferred. Address “G., 3319,” 
care Jewelers’ Circular-Keystone. 





PLATINUM JEWELER, experienced, 
finest workmanship, seeks permanent 
connection with manufacturer. Address 
“A., 3348,"" care Jewelers’ Circular-Key- 
stone. 





YOUNG MAN, married, wishes position 
with watch importer, wholesale jewelry 
house or credit store; 12 years’ experi- 
ence; Al references. Address ‘‘G., 3359,” 
care Jewelers’ Circular-Keystone. 





COMBINATION engraver, jeweler, dia- 
mond setter and clockmaker, open for 
change; first class and rapid; well ex- 
perienced in all lines. Address “O., 


3459,” care Jewelers’ Circular-Keystone. 





RETAIL CLERK, 10 years’ experience; 

references; connection with reputable 
jeweler desired; anywhere. Address 
“H., 3451,’’ care Jewelers’ Circular- 
Keystone. 





POSITION as first class watchmaker and 
jeweler; 12 years’ experience; best ref- 
erences; salary $30 per week. Address 
“K., 3455,’ care Jewelers’ Circular-Key- 
stone. 





rIRST CLASS WATCHMAKER, one of 
the best, is open for permanent posi- 
tion; moderate salary; best references. 
Address ‘‘Watchmaker,”’ Box 259, Silver 
Springs, N. Y. 





DIAMOND MAN, age 31, seeks connection; 
good education; can buy, sell or ap- 
praise; 11 years with Albert Lorsch & 
Co. Address ‘‘V., 3419,’’ Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, 37, single, 10 years’ ex- 
perience, desires position; will go any- 
where; references; $20 a week if per- 
manent. Address ‘“A., 3427,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, efficient worker, 10 years’ 
experience with jewelry manufactur- 
ers; knowledge of all office details; 
highest references. Address “E., 3395,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, SALESMAN, wishes to 
change position; 11 years’ experience, 
seven years with present firm; good 
references. Address “F., 3397,” care 
Jewelers’ Circular-Keystone. 








CAPABLE MAN formerly in own busi- 
ness, experienced in manufacturing 
gold rings, also expert on tools. Ad- 
dress “B., 3474,” care Jewelers’ Circu- 
lar-Keystone. 





POLISHER AND EXPERT LAPPER, 16 
years’ experience, desires position out 
of town or New York City; gold or 
platinum. Address “A., 3479,” care 
Jewelers’ Circular-Keystone. 





EXPERT jeweler and stone setter, also 
do watch work; 20 years’ experience ; 
10 years at last place; good references. 
E. W. Miller, 770 Lexington Ave. S. W., 
Atlanta, Ga. 





YOUNG MAN, 14 years’ experience as 
watch material clerk, also buying and 


selling; formerly with large New York. 


firm; <Al_ references. Address “D., 
3483,” care Jewelers’ Circular-Keystone. 





YOUNG LADY, five years’ experience in 
the industry, take full charge of stock 
records, fill orders for manufacturing 
jewelry house. Address “F., 3485,” care 
Jewelers’ Circular-Keystone. 





JEWELER, general platinum mountings, 
specialty rings; ee knowledge 
of toolmaking; foremanship ability; 
wants permanent connection with re- 
liable firm. Address “Z., 3349,’’ care 
Jewelers’ Circular-Keystone. 








MANAGER, instalment, now employed; 
Al salesman, trimming effective win- 
dows, complete charge, checking credits, 
collections, advertising, sales promotion; 
salary secondary. Address ‘“S., 334],” 
care Jewelers’ Circular-Keystone. 





AN EXCELLENT WATCHMAKER, fa- 
miliar with optical mechanics and sales, 


general jewelry-optical store routine; 
honest, efficient; state particulars first 
letter. “Optico,” Box 741, Greenfield, 
Mass. 





BOOKKEEPER, STENOGRAPHER, full 
charge, ten years’ experience, capable of 
handling all office details; initiative, 
seven years with one jewelry concern. 
Address “M., 3457,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, having long experience with 
department store buyers, retail jewel- 
ers, Middle West territory, would like to 
connect with a manufacturer. Address 
“Reliable, 3431," care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, 18 years’ experience, 
bracelet and baguette watches, light 
jewelry and clock repairing, estimate; 
references; permanent; married, age 
35. Earl Kirmse, 1626 Central, Dubuque, 
Towa. 





JEWELRY SALESMAN, 16 years’ ex- 
perience, 32 years of age, would like 
position as diamond or watch salesman 
and window trimming; would go any- 
where; references. Address ‘‘G., 3447,” 
care Jewelers’ Circular-Keystone. 





ENGRAVER, long experience, capable of 
finest work for high grade_ stores; 
modern monograms and inscriptions for 
jewelry and silverware; best reference. 
“Engraver,”’ Room 8089, 826 S. Wabash 
Ave., Chicago, IIl. 





WATCHMAKER, light jewelry work, clock 
repairer, have had charge repair de- 
partment; window decorator and sales- 
man; graduate of Bowman’s; single, age 
26; good reference; now employed. 
Debney S. Orr, Glade Springs, Virginia. 





STENOGRAPHERH, typist, assistant book- 
keeper, full charge repair department, 
four years’ experience in wholesale 
jewelry company; moderate _ salary; 
reference. Address “Y., 3422," care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, 12 years’ experience, cap- 
able taking charge stock, salesmen’s 
records, repairs, counter trade, filling 
orders, etc.; reference; New York, vicin- 
ity. Address ‘‘W., 3421,” care Jewelers’ 
Circular-Keystone. 





FORMER RETAILER forced to liquidate, 
desirous obtaining position as manager 
or salesman; thoroughly experienced all 
departments; trade references. George 
Greenwald, 415 Farmington Ave., Hart- 
ford, Conn. 
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HODIUM SALTS.—Kindly inform me where 1 
can buy Potassium and Rhodium Sulphate. We have 
the solution at the present time, but wish to buy the Sul- 
phate so we can make our own solution. (Question No. 
4964.) D. E. &. 
Answer—You should be able to buy Potassium and 
Rhodium Sulphate from Baker & Co., Inc., 54 Austin 
St., Newark, N. J. 


Directors of Horological Association of California 
Hold Meeting 

SAN Francisco, CAt., Sept. 4.—The three days meet- 
ing of the directors of the Horological Association of 
California started Aug. 31 at the Whitcomb Hotel. 

The most interesting report was President Morrison’s 
on the legislative program. A few minor revisions were 
made in order to clarify a proposed law, and it is now 
to be presented to the legislative committee of the Cali- 
fornia Retail Jewelers Association for adoption. 

Membership reports showed 900 members in good 
standing, indicating remarkable growth since the incep- 
tion of the association. 

Among the various resolutions adopted, was one en- 
dorsing the Horological Institute of America. 

An open meeting was held, Saturday evening, on the 
Roof Garden of the Hotel Whitcomb, at which the dele- 
gates addressed the San Francisco and Bay region 
members. 

The following day, Sunday, San Francisco Guild mem- 
bers called for the directors and their wives and con- 
ducted them on an automobile tour. 

The climax of the three-day gathering was Monday 
night at the San Francisco Press Club, where a stag party 
was held for the visiting delegates. John F. Conner acted 
as master of ceremonies, assisted by W. H. Morrison in 
the role of toastmaster. “[Wwo-hundred members were 
present. 


Jewelry Advertising by Direct Mail 

(From page 83) 
8. To develop the occasional buyer into a regular 
patron of your store. 
To reduce and ferret out dissatisfied customers 
who otherwise would not make known their 
grievances. Seventy-five per cent of the people 
who quit buying from a retail jeweler because of 
dissatisfaction, real or imaginary, never complain. 
Only 25 per cent complain. 
To add 20 to 25 per cent new customers to your 
lists, from desirable, logical prospects, each year, 
to take the place of the normal 15 per cent loss 
each year, through deaths, removals or conditions 
beyond your control. 

Building sales volume is merely a matter of doing very 
simple (and generally inexpensive) things well. Find out 
what the average customer is worth to your business and 
how long he or she remains a customer. The customer of 
a retail jewelry store is worth about $42 per year. 

The jewelry business has certain peculiarities. In 
many instances the months of October, November and 
December must show a big enough profit to carry the 
business through the slow months of the year. 

If the jeweler could work out a plan that would in- 


9. 


10. 
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sure at least a small profit during the dull months of 
March, April, May, July and August, he would at once 
place himself in an enivable prosition, because he would 
not be required to use up the profits of the good months 
in order to carry the business through the dull and, very 
often, money-losing months of the year. 

Here’s where direct mail advertising can be used to 
good advantage, but before taking up the matter of direct 
mail advertising I want to say a few words about the 
mailing list. 

More and more retailers realize the value of keeping 
a definite record of mames and addresses of their cus- 
tomers. Many retailers go so far as to put the name and 
address of purchasers on every sales-slip in order to build 
up a good mailing list. You in the credit business have 
a big advantage in this instance, for your list of customers 
is immediately established through your means of opera- 
tion. 

This is a day of aggressive advertising—specialized 
selling. Every letter, every folder, every piece of mail 
matter you send to a customer should reflect enthusiasm, 
sincerity and confidence in the fact that the merchandise 
offered is everything that it is represented to be, and that 
the customer or prospective customer will profit in making 
the purchase. 


New York Watchmakers Favor Affiliation With H.I.A. 


Adoption of a universal standard of attainment for 
watchmakers engaged in the watch and clock repair trade 
was given further impetus by the Horological Society of 
New York at its monthly meeting on Sept. 3. By unani- 
mous vote, the members of the society went on record in 
favor of having their organization afhliated with the 
Horological Institute of America whenever the necessary 
steps have been taken by both organizations to make such 
affiliation possible. 

Recently the Horological Society of New York pre- 
sented to the American National Retail Jewelers’ Associa- 
tion a proposal that the association go on record in favor 
of requesting its members to have their watchmakers 
certified by the Horological Institute of America, that 
they should employ only watchmakers certified by the 
Horological Institute of America, and that they should 
advertise to the public that their watchmakers are so cer- 
tified. This resolution was mentioned with approval at 
the recent convention of the American National Retail 
Jewelers’ Association, and since that time other groups of 
retail jewelers have adopted similar resolutions. 

The Horological Society of New York favors a move- 
ment to educate the public regarding the care of watches. 
H. Schlacht, president, says—“‘Our society will go along 
hand in hand with the Horologicl Institute of America 
so that the Institute’s standard of attainment for watch 
repairers may become the established standard for the 
whole country. 

In addition to favoring certification by the Horological 
Institute of America as the universal standard of attain- 
ment for watchmakers in the watch repair trade, the New 
York watchmakers are interested in state legislation to. 
correct existing evils. Legislation will be sponsored to 
establish a licensing system for those engaged in watch 
and clock repairing, to eliminate misleading advertising 
and signs regarding watch repairing, and to regulate the- 
distribution of so-called “rebuilt” watches. 
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The Jeweler’s Yardstick 
(From page 51) 
move into ensemble selling with hollowware and china. 
Do not pass up sales of single items or sets of six pieces. 
Such sales are planting seeds which will ripen and be 
later harvested at your counter. 

You now have many a customer whose account is al- 
most paid up; sell her a set of teaspoons in a modern de- 
sign and see how quickly the account becomes active and 
healthy. Small gift business leads to later sales of com- 
plete services. 

Ninth. Silverware is a year-round business.—There is 
no closed season for weddings and anniversaries. ‘These 
occasions prompt silverware sales. The so-called “off 
season” in the jewelry business does not exist in silver- 
ware selling providing the merchant makes real efforts 
throughout each month of the year. The credit jeweler 
has a permanent store personnel. This personnel has the 
time to develop business in every month. The prompt- 
ness of payments on your merchandise depends on the 
steady income of your customers. On this point it is 
interesting to note that factory workers actually receive 
more income in the months other than December because 
of the December holidays. You have, therefore, the three 
elements present in silverware for successful sale; namely, 
year-round demand, permanent efficient sales force, and 
regularity of family income. 

Tenth. Your best credit risks are your silverware 
customers.—Such customers are home owners—a sound, 
dependable class of people. You will find practically no 
skips and few, if any, pulls. Check my statement with 
the facts which you can obtain from brother jewelers. 
Promote silverware and you increase the number of good 
accounts on your books. 

Eleventh. Silverware needs no servicing.—A sale once 
made is made forever. Complaints are few and far be- 
tween. This is an important fact to remember when one 
is building a reputable business. The elimination of com- 
plaints and servicing has an important bearing on your 
cost of doing business. Research indicates that pulls and 
delinquent accounts are usually accompanied by quality 
complaints. Lessen the complaints and you cut down your 
losses. 

Twelfth. Silverware is an ideal line for occasional 
promotions.—On this point let me say that I think pro- 
motions can be overdone. In my opinion, two promotions 
a year is about all that the average credit jeweler can run 
to his own current or future profit. Silverware should 
be considered a foundation and regular item, not just a 
leader. Regular sales efforts on regular lines at regular 
profits should be the day-in-and-day-out practice. You 
must have the reputation of being an active silverware 
merchant on standard lines in order to validate and “cash 
in” on the occasional promotions. 

We are makers of cheap goods for other classes of 
trade. Therefore, I can be forgiven for giving a warn- 
ing to the credit jeweler. The credit merchant should 
avoid inferior merchandise, either for regular sales or for 
promotions. Inferior goods do not build your reputation 
nor add to your chances for future success. In addition, 
due to complaints, inferior merchandise is only half sold 
even in the cash store. You, the credit merchant, want your 
goods fully sold. And remember, there are ten complaints 
that are never uttered in your presence for every two that 
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you hear about. Check your own buying habits. Why 
do you refuse to purchase at certain stores? Do those 
store managers know the reason why? Or is it due to 
some obscure reason which you have never mentioned? 
Consumers are really only about 10 per cent articulate 
on complaints, but they are 90 per cent efficient in their 
s'.bsequent purchasing actions. 

Thirteenth. Silverware is a nationally advertised item. 
—Due to the enormous advertising and merchandising of 
silverware, the industry has created a large consumer ac- 
ceptance at known price levels. In selling silverware you 
are, therefore, offering items of known value. For this 
reason, silverware validates the quality and price of your 
other merchandise. Its sale increases confidence in the 
credit store and breaks down the almost universal feeling 
that it costs more to buy on credit, and even further, that 
the jeweler is a high priced merchant. 

Fourteenth. Silverware is well packaged.—The silver- 
ware industry is alive to the importance of display and 
gift package. I believe I am safe in saying that in this 
industry there is more money spent in relation to the 
dollar sales, on package than is spent in any other indus- 
try. You believe in display. Your counters, cases and 
windows are designed with display in mind. Silverware 
in its smart, modern dress will aid in those displays. Its 
appearance will aid your own merchandising. It lends 
itself admirably for night windows and door displays 
since it does not need to be put away in the safe after the 
store closes. 

Fifteenth. The silverware industry offers original 
sales plans.—Our industry can take a just pride in re- 
viewing the many “live-wire” sales plans that have been 
introduced during the past ten years. It is unnecessary 
to call the roll. One or two recent examples will iilus- 
trate the point. Several years ago the International Sil- 
ver Company brought out services for eight: this was an 
outstanding achievement directed toward increasing the 
unit of sale. Today, the quantity discount plan has been 
almost universally adopted ; this plan is economically sound 
and gives you an important sales hook for counter use. 


Sixteenth. Last but not least, gentlemen, silverware 
will pass all measures of the merchandise yardstick.— 
Let me explain this statement. I believe that every piece 
of merchandise which enters your store should be checked 
against a yardstick whose measures are:. Quality, Design, 
Package, Known Consumer Name, Proper Price, and 
Resale Plan. If you will measure every piece of mer- 
chandise that is offered you by this yardstick and only 
offer your consumers those items that have passed the test, 
then indeed you will strengthen your industry and be in 
a sounder condition to compete with other industries. 

Controlled distribution, started by an important watch 
manufacturer, has now been generally adopted by leading 
silverware manufacturers. This protection gives you a 
firm foundation upon which to build a. successful silver- 
ware business. 

In closing let me say this: You men are the logical mer- 
chants of silverware. You sell engagement and wedding 
rings ; therefore, you early know the prospects. You have 
an established clientele in your city and know all the ave- 
nues of approach. You can greatly broaden your sales 
possibilities by catering to the home and family wants. 
Day-in-and-day-out efforts on silverware will open wide 
that door. 





> Jewelers are urged to be on 
guard against manufacturers who infringe Granat Bros.’ 
patent covering the segment-top diamond wedding ring 


To all concerned, ana especially to 
all who prefer the worthiness produced at “the 
original source,” and identified by the origin- 
ator’s own stamp, a few pertinent facts are here 
presented, all of them supported by the records 
of the United States Patent Office at Washing- 
ton, D. C. 


1—On February 10, 1931, the United States Govern- 
ment, through its Patent Office, granted to Jos. Granat, 


the five claims 
incorporated in 
patent paper is- 
sued to Mr. Jos. 
Granat, at Wash- 
ington, D. C., on 
February 10, 1931. 


of Granat Bros., patent No. 1792422 which, under the 
law, is to remain in force until 1948. 

2—This U. S. patent, subsequently assigned by Jos. 
Granat to Granat Bros., designates the said Granat Bros. 
as the sole lawful manufacturers and distributors of 
segment top wedding rings in the United States of 
America. 

3—Granat Bros.’ patent is a mechanical patent, cover- 
ing ALL basic features of the segment top wedding ring. 

4—Any unauthorized production of segment top 
wedding rings, whatever be design and irrespective of 
the number of rows of diamonds used, constitutes an 
infringement of Granat Bros.’ rights in the afore- 
mentioned patent. 


5—Anybody is free to secure any design patent the 
United States Government will allow—BUT, in makin 
use of any design, the unauthorized employment o 
Granat- patented mechanical principles, as utilized 
in Granat segment top wedding rings, is an infringe- 
ment of Granat Bros.’ recognized patent rights. 

The protection that is provided by the legally awarded 
Granat patent referred to is available to all retail 
jewelers throughout the United States who purchase and 
sell the Granat line—and the number of these jewelers 
is now well over 5000. 

The genuine Granat segment-top diamond wedding 
ring bears the Granat patent number, 1792422. 


ranat Bros, 


Manufacturing Jewelers 


2390 MISSION STREET 
SAN FRANCISCO 
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